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MOCCASINS ... America’s first haby shoe! 
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They’re WARD HILL shoes, four Bals and a 
Blucher, each on a different last, each made of 
Kangaroo to give emphasis to its comfortable fit 
and extra wearing quality. They are steady sellers 
... there’s nothing like Kangaroo’s supple light- 
ness and shape-holding good looks for building 
repeat sales of a well-fitting shoe. 


1. WINDSOR LAST. Feather Flex 
Construction. Style 9990. 

2. SHANNON LAST. Style 4410. 

3. BRITISH LAST. Siyle 9916. 

4. TOLEDO LAST. Style 4434. 

5. CROYDEN LAST. Style 4412. 





Please address all inquiries to Ward Hill, Gardiner, Maine 
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WILLIAM AMER COMPANY e¢ SURPASS LEATHER CO. 
ZIEGEL, EISMAN & CO. 
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are fine shoes 











No. 1033 


Patent Leather 
Swivel Strap 
In stock 
6 to 8, BtoE 
8% to 12, AtoE 
12; to 3, AtoE 
34% to 6, Ato E 





A complete line of children’s 
shoes — Quality Crafted and Styled to 


. : No. 9686 
excite children of all ages. : 


Brown and White 
Saddle Oxford 
In stock 

3 to 6, Bio E 
6, to 8, BtoE 
8, to 12, AtoE 
12%) to3, AtoE 
3% to 6, Ato D 





These shoes featured in 


Also in stock in 
Blue and White 


Flakes 


FOR CHILDREN OF ALL AGES 


April issue of Parents Magazine 


THE GILBERT SHOE CO., THIENSVILLE, WISCONSIN 
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IT 
TAKES 
THE 
BIG ONE 


... (0 do the big job! in tHe 36.99 10 sio9s 
WOMEN’S SHOE FIELD THERE IS ONLY ONE BIG BRAND: 
THE AMERICAN GIRL SHOE e A complete line 
— it's easier to stock — more efficient to sell 
e Proven — high rate of turnover, well above national average 
e Proven — low rate of markdowns, well below 
national average e Altogether, 
it’s a profit-making line. 


30ston, Massachusetts. Div.: Consolidated National Shoe Corp 
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WHERE YOU FIND HIGH STYLE, YOU FIND WHITE SHOES! 


Resort wardrobes invariably are extensive and 
*PRIE lavish, yet at every smart spot in the Palmlands, 
WHITRST most women are seen in white shoes. It means 


that white is always right! 
WHITES’ si 
, The right white for shoes is “THE WHITEST WHITE.” 
IHRVOR LEVOR’S leather is preferred in quality lines be- 
W cause shoes fashioned of it are so often sell-outs 
ashable 
KID, CABRETTA, 


CALF & KIP Prepare now for strong selling of whites in the 
post-Easter season. 


and re-orders. 
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do YOUfhave a plan for 


Uttlbh 


a message for the shoe 
retailer who wants to succeed 


In every community, there are a few merchants 
who stand out above their competitors. They’re the 
recognized business leaders. Inevitably, they’re also 
men whose own businesses are highly successful. 


It’s no accident that, in town after town, a Mer- 
chants Service retailer is No. 1 in the shoe business. 


These men would probably have reached success 
even without Merchants Service. They’re intelligent, 
foresighted businessmen, hard-working and ambi- 
tious. But they’ll tell you how much the Merchants 
Service Plan has contributed. It’s helped bring their 
success more swiftly, helped make it more substantial. 


They’re completely independent... but they’re not 
alone. They are competing successfully because, back- 
ing them up, are all the advantages of planned 
management, proved merchandising and accounting 
methods, and nationally-accepted brand names. 


There are more than 1,200 of them. Their record, 
as a group, is outstanding. If you’d like to join them 

.if you want to find the Golden Key to faster 
turnover, more volume, more net profit... write 
us, or ask your International representative. 


MERCHANTS 
SERVICE 
DIVISION 


. dedicated to the independent 
shoe retailer who wants to stay that 
way ...and still compete successfully 


‘eHoE com PANY 
u Ce Werle li Largeit < Shoe c oO Mlanufacti re: 2¢? 


LS MISSOURI MANCIE 
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“We'd never have had 15 stores,” say Bob Goldberg, Si 
Comar, and Bob Hirsch, who built the highly successful 
Comar, Inc., in Los Angeles and San Diego. ‘“‘Paper work 
alone would have killed us, but Merchants Service 
methods made it easy. 


Y Ot (¢ f 


“Shopping centers are a fast track,” discovered J. Melvin 
Blimline when he opened in a Pittsburgh center. But 
Merchants Service techniques helped him do five times 
the volume of his original downtown store. Now he’s 
planning another shopping center unit. 


LS oe 


RCHAS 
“ OF Apaines 


» RED Goocr & 


‘Merchants Service is perfect for partnership deals," 
says Ezra Schaefer of Baraboo, Wis. Operating in five 
cities, his managers are all partners, and Merchants 
Service takes much of the load from Ez’s shoulders 
“I wouldn't operate under any other method,”’ he says 





MR. NEOLITE says: 


Here’s an wmportant 





EXCITING NEW 
TELEVISION 
COMMERCIALS Scone ts ame Ts oa lll 


ON THE FAMOUS © e= ste sne itm 
GOODYEAR THEATER 


Shown here are just a few 
scenes from the entertaining 
and convincing NEOLITE 
commercial which appears on 
the Goodyear Theater—viewed 


a Ey eee OF poayie. Scene Ic: Scene Id: Scene le: 


as a shadow Light asacioud... damp-proof, too! 
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message about 


PRODUCTS ADVERTISING IN 1959 


...and how you benefit by it! 


Goodyear is doing it again in 1959—running the biggest advertising 
campaign in the shoe industry! e Lots of powerful advertising, in magazines 
and on television, will continuously add popularity and selling power to 

the famous, long-established Goodyear shoe products . . . the wonderful new 
Goodyear products recently introduced . . . plus new products that 

will be available soon. e You will find it profitable to remember these facts: 
No matter what type or price of shoes you make, there’s a Goodyear 

product that will help you make them better. And, in addition, Goodyear 
advertising will help you sell them faster! « Now more than ever it 

will pay you to join the many leading shoe manufacturers who are adding 
quality and salability to their lines by using Goodyear products. Get 

all the facts from your Goodyear Representative. Or, if you prefer, write to 
Goodyear, Shoe Products Division, Akron 16, Ohio. 


SALES WILL BE FINE IN (99 
IF YOU “TEAM UP” WITH 


GOODFYEAR si0: por 


NEOLITE, AN ELASTOMER-RESIN BLEND, T. M.— THE GOODYEAR WATCH GOODYEAR THEATER ON TV— 
TIRE @ RUBBER COMPANY, AKRON, OHIO every other Monday evening. 
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mackey x starr 


sponsors the binny-d’orsay 

anew peep-toe pump... 

the vamp excitingly treated with 
lance-point facade, smart nailheads 


and cut-outs. 24/8 heel 


in hubschman’s calf 
#345 red rose, #3308 bone 


and other hubschman fashion colours. 
... by mackey-starr shoes 


brooklyn 31, new york 


e. hubschman & sons, inc., philadelphia 23 


fashion office: empire state building, n.y. 1 
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Smart gals, these teens — 
and smart about their shoes. 
But then, Viner has a way 
with the younger set, a flair 
for patterns that set their 
feet a-dancing. Take these 
low heel ties, for example 

. just a thin layer of 
wedging to form a slight 
rise where the heel should 
be. Highly recommended 
for promotion — and profit 
— this season. And IN- 
STOCK for fast service like 


all Viner patterns. Write 
for complete new catalog 


VINER BROGS., 


INC: 


$6.95-$8.95 


RETAIL 


BANGOR, MAINE 
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OP let 


BILTRITE NURON-CREPE SOLES & SHEETS 


CELLULAR soles that are a boon to the creative shoe 
merchandiser! Biltrite Nuron-Crepe — the world's largest- 
selling cushion sole — in a striking new ribbed design. 
In the latest fashion-right colors, it's a sole that gives 
shoes that continental look that sells. Super-comfort, too! 
Give your shoes fresh new styling — with smart new 


Ribbed Biltrite Nuron-Crepe Soles. 























RIBBED 
BILTRITE GWM-TRED SOLES & SHEETS 


Still another great fashion sole from Biltrite! Ribbed 
Biltrite Gum-Tred Soles in the wanted colors, including an 
exceptionally beautiful group of the new TRANSLUCENTS 
. . . the newest note in smart continental styling. Ribbed 
Biltrite Gum-Tred Soles, with all their extreme lightness 
and superb comfort, give extra long wear too! Biltrite 
Gum-Tred Soles are also available in crinkled design. 


Printed in U.S. A. 














FROM THE WORLD'S 
| LARGEST PRODUCER OF 
SHOE SOLING MATERIALS 
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BILTRITE 


HEELS AND SOLES 


AMERICAN BILTRITE RUBBER CO. 
CHELSEA 50, MASS. 


Warehouses: 4464 District Blvd., Los Angeles - 1010 Gratiot St., St. Louis. In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que. 
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f Nationally advertised in Life magazine, The Classmate 
“ Shoe—preferred by Youngsters everywhere—is shown 


here'in the “Rover” with pillowed vamp,.Featured is 


Rueping’s MOHAWK leather—in saidoth, lustrous black— 


q‘leather noted for fJexible comfort, enduring 


> 


wear, and outstanding value. .ssatrns 
4 eth” 
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SHOES: Style No. 3514 "Rover" 
Childs, youths, boys. 

By Ideal Shoe Mfg. Co. 
Milwaukee 12, Wis. 


oppo tide 


FINE LEATHER FOR FINE SHOES 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 





Earlier Timing Popular: 


Almost 1500 Throng 
Mid-Atlantic Show 


By RICHARD C. EDSTROM 


PHILADELPHIA—Attendance at 
the Mid-Atlantic show held here 
February 4-7 was the highest in 
recent years. Close to 1500 retail- 
ers and buyers thronged the four 
show floors; they parleyed with 
salesmen, crowded the coffee-sell- 
ing hospitality center, and some- 
times—on Sunday—the kids played 
with the samples. 

Show Director Walter P. Palmer 
said that first day registration ap- 
proached 1000 persons. 

The success of the show was at- 
tributable to three factors, Mr. 
Palmer said. They were: (1) “Open 
to buy,” (2) good weather, and (3) 
good timing. Retailers, with their 
Easter ordering long behind them, 
flocked to commit themselves for 
the “second spring,” April through 
June. A minority finished their 
Easter buying at the show. The 
weather, very cold but crystal clear, 
was favorable. 

The timing of the show was an 
important ingredient. The psychol- 
ogy of the “new year’ tended to 
bring salesmen and buyers alike to 
the Mid-Atlantic with a determina- 
tion to take fresh stock of the 
spring and summer lines in rela- 
tion to their own needs. January 
4-7 proved a great improvement 
over the February 1-4 dates of last 
year, which were too late for much 
spring and summer activity and too 
early for fall and winter. 


Combinations for Men 


In men’s shoes some interesting 
combinations were shown in both 
moc front and wing tip styles with 
bouncey built-up soles and high 
riding three-eyelet closures. They 
contrasted with most combinations 
in abandoning the slim conven- 
tional look for a_ slightly chunky 
appearance. 

However, a number one summer 
seller has been a slit-vamp, four- 
eyelet blucher in both black and 
brown. Interesting, too, were mesh 
and woven types in oak calfskin, 
one of the browns without reddish 
tinting now being seen. Shoemen 

(CONTINUED ON NEXT PAGE) 
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NSMA Acts After Test Campaign: 
Men’s Seasonal Promotions Urged 


NEW YORK—Results of a three- 
city test promotion of men’s light- 
weight shoes conducted last spring 
and summer have led the National 
Shoe Manufacturers Association to 
recommend scheduling at least two 
seasonal promotions annually for 
men’s footwear. 

In a report outlining the findings 
of the pilot campaign and labeling 
it a success, NSMA urged that the 
first two promotions be set for fall- 
winter 1959 and spring - summer 
1960. 

“The men’s shoe industry,” the re- 
port declared, “has gingerly backed 
into the coordinated fashion idea. 
Members of the industry, by and 
large, have maintained a ‘watch and 
see what happens’ attitude. ... Now 
is the time to revise this story by 
planning well ahead a coordinated 
fashion campaign.” 

The report, prepared by NSMA’s 
marketing research department, 





Hubschman & Sons Bought: 
No Policy Changes Planned 


NEW YORK—New owner of E. 
Hubschman & Sons, Inc., Philadel- 
phia tannery, is the Gera Corpora- 
tion, a subsidiary of List Industries 
Corporation of New York. The ac- 
quisition of Hubschman common 
stock was recently announced by Al- 
bert A. List, president and chairman 
of the board of List Industries. 

Information released through Mr. 
List and also through Milton E. 
Hubschman, president of Hub- 
schman, stressed that the present 
management and current company 
policies of Hubschman & Sons would 
be maintained. The company 
noted for calf leather product and 
has operated at an average pre- 
income tax profit per year of ap- 
proximately $1,750,000. 

List Industries owns RKO Thea- 
tres and through Gera Corporation 
owns USF-Aspinook at Adams, 
Mass. Gera Corporation also has 
a large interest in Aluminum Indus- 
tries, Inc., at Cincinnati, and Glen 
Alden Corporation, a major anthra- 
cite coal producer. 


1S 


urged the association’s Men’s Divi- 
sion to “plan each of these seasonal 
campaigns around a single product 
emphasis.” This could be a single 
style, a color, “look,” name or de- 
scriptive word. 

The proposed promotions would 
differ significantly from last year’s 
test campaign in that materials for 
dealer use would be created by shoe 
manufacturers around their own 
brand names. If the current recom- 
mendations are followed, no stand- 
ard promotional kit would be mailed 
out to retailers. 

One finding of the test campaign 
was that “dealers made little use of 
the free promotional kit. Those who 
did use it got good results. But the 
majority used few or none of the 
items.” 

For the test campaign NSMA se- 
lected Indianapolis, Ind., Syracuse, 
N. Y., and Omaha, Neb. — with 
Omaha serving as a “control” 
“check” city. 

In Indianapolis and Syracuse, deal- 
ers were supplied with a full kit of 
promotional items: window streamer, 
in-store display card, mats, glossies, 
suggested ads, radio copy and “sell- 
ing points for the fitting stool.” 
Theme of all the materials was 
“Start Your Summer Comfort with 
the New in Lightweight Shoes.” 

In Omaha, on the other hand, 
men’s shoe retailers were asked to 
carry on “business as usual.” They 
didn’t receive the promotional kit- 
only the suggestion that they push 
lightweights merely to the extent 
they had planned before hearing 
about the test campaign. 

Omaha shoemen, however, appar- 
ently would not be held down. One 
reported “defect”? of the test cam- 
paign—at least for research pur- 
poses—was that “Omaha dealers em- 
phasized lightweights as much as 
the test cities.”” Best evidence of 
their interest in the campaign, per- 
haps, came in their newspaper ad- 
vertising expenditures: 43 per cent 
went for lightweights in April. 

Explained NSMA’s report, “Our 
request that they not alter their 

(CONTINUED ON PAGE 16) 
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Almost 1500 Throng Mid-Atlantic Show 


(CONTINUED FROM PAGE 13) 


represented these types as a strong 
bid for seasonality. They said the 
mesh and woven brown will sell 
where the older tan with contrast- 
ing orange-like nylon weave fails 
to attract notice. 

A leading manufacturer is now 
marketing an outstandingly light- 
weight, flexible shoe made of Cara- 
Morocco leather. CaraMorocco is 
tanned from imported Indian water 
buffalo hides. A total of 15 styles 
are included in the CaraMorocco 
line of slip-ons and ties in moc 
fronts and wing tips. 

The male shopper will see a heav- 
ier shoe again next fall and winter, 
according to manufacturers’ repre- 
sentatives. The blucher is here for 
a time but the three eyelets will 
again be expanded to four or five. 
A reporter gets the impression that 
men’s shoemen—manufacturers and 


retailers alike—basically prefer a 
heavier shoe for its own sake. 

A strongly promotional women’s 
summer shoe will be a dyeable im- 
ported Irish linen. The linen finish 
looks attractive in white and takes 
« tint very well. A simple cleaning 
fluid will serve to clean up the 
whites when soiled. 

However, volume in women’s 
shoes will be found in white calf 
and white and colored lustre calf. 
The colors in the order of their 
predicted importance are: Mexican 
Pink, Persian Melon, Honeydew, 
Nassau Blue and Bermuda Pink. 

Research among women. shoe 
shoppers has resulted in a line of 
boldly colored straws with bags to 
match. 

Winner of the grand prize at the 
show was William Storch of Storch 
Shoes, Newark, N. J. He gets a free 
one-week trip for two persons to 
Miami Beach’s Roney Plaza Hotel. 





LIA Press Preview Depicts Color in Women’s Shoes 


NEW YORK—A saturation pro- 
motion designed to use color to sell 
“extra” pairs of women’s shoes this 
spring was launched at Leather In- 
dustries of America’s annual spring 
Press Week preview, which opened 
January 12. Hundreds of women’s 
editors of newspapers and syndi- 
cated columnists attended the show 
at the LIA offices in New York. 

“Brilliant Leathers — Fireworks 
of Fashion” was the show’s theme. 
These leathers were divided into 
five families: hot pinks, including 
geranium; brilliant reds; _ salad, 
Irish and avocado greens; bright, 
bright blues; and hot orange and 
sea coral. 

To set off the footwear, each dis- 
play had a background of hides and 
skins in smooth calf, grained calf, 
suede, kid, side and other leathers 
in each main color, plus offshoots 
of that color featured by individual 
tanners. 

Shoes for all times of day were 
on view, and highlights from the 
handbag and accessory market were 
also shown. LIA staff members 
showed the newspaperwomen the 
extensive color coordination that has 
been worked out between shoes, 
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ieather accessories and spring ap- 
parel fashions. 

As a result of the show, LIA re- 
ported, hundreds of newspaper 
story and picture layouts on leather 
shoes, handbags, garments and ac- 
cessories have been scheduled for 
release throughout the pre-Easter 
period starting about February 1. 

In addition to the displays of 
women’s shoes in “brilliant leath- 
ers,” there were three special dis- 
plays: 

© Brown shoes for men to wear 
with new blue suitings. The display 
is part of LIA’s advertising and pro- 
motion campaign to spur men to 
buy the “pure brown” shoes to go 
with blue fabrics being widely pro- 
moted this spring by the men’s 
wear industry. 

® High fashion in children’s 
shoes. Pointed and squared-off toes, 
sophisticated strapping and other 
adult details in new little girls’ 
and boys’ lines designed to gener- 
ate greater interest in youngsters’ 
shoes. 

® Non-crackable black patent 
leather, used in women’s, children’s 
and men’s shoes as well as in hand- 
bags and accessories. 


International Shoe’s 


‘58 Sales, Net Drop 


ST. LOUIS—International Shoe 
Company’s consolidated net sales 
for the year ended November 30 
were down approximately $21.8 mil- 
lion as compared with the previous 
year, President Henry H. Rand an- 
nounced. 

Net sales totaled $244.3 million 
as against $266.1 million the year 
before. The 1958 sales included no 
military business; in 1957 this cate- 
gory amounted to $5.2 million. Sales 
ef civilian shoes of $244.3 million 
were down 6 per cent from the 
$260.9 million of 1957. 

According to Mr. Rand, consoli- 
dated net earnings are expected to 
show $2.25 per common share com- 
pared with $2.86 per share for the 
prior year. Earnings will approxi- 
mate $7.5 million against 1957 earn- 
ings of $9.6 million. 

The firm’s annual report to stock- 
holders is scheduled for a late Jan- 
uary mailing. 

Commenting on the year’s results, 
Mr. Rand said 1958 sales and earn- 
ings were affected by decreased 
purchases by shoe retailers due to 
large reductions in their inven- 
tories. Earnings were also affected 
by the curtailment of production 
necessary to accomplish a reduction 
in the company’s own inventories. 


Orders for early 1959 shipment, 
it was reported, have shown sub- 
stantial increases over a year ago 
since the selling season began in 
October. 


International Shoe Reveals 
‘Minor’ Price Adjustments 


ST. LOUIS — International Shoe 
Company announced it has made 
minor price and merchandise ad- 
justments on some of its shoes in 
order to more nearly reflect current 
conditions in the materials market. 

Price adjustments were made 
known to retailers when Interna- 
tional’s sales representatives pre- 
sented summer lines starting Janu- 
ary 5. According to a spokesman for 
the firm, revisions do not represent 
any across-the-board changes. Be- 
cause of the nature of the increases, 
which concern some of the shoes but 
not all of them, no per cent of price 
change can be expressed. 
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Gamble Anticipates 
Buyers’ Market in 59 


ST. LOUIS — “The shoe-buying 
public has money to spend—possibly 
more of it than ever before,’ de- 
clared President Clark R. Gamble of 
Brown Shoe Company in a New 
Year’s statement. “But whether 
they are buying shoes or other prod- 
ucts, this buying public is going to 
spend its money with more of an 
eye for value,” he cautioned. 

Mr. Gamble predicted that “Shoe 
manufacturers and retailers will be 
merchandising their products in a 
strong buyers’ market where con- 
sumer demand will determine the 
level of business activity.” 

With costs of raw materials and 
production expenses continuing to 
“spiral upward,” retail shoe prices 
are likely to increase sometime in 
1959, Mr. Gamble said. But he noted 
that an improved spring selling sea- 
son is expected, with retailers pre- 
dicting sales gains over last year. 

Calling 1958 “a year of economic 
adjustment”—although for Brown it 
was the second best year in history 
—Mr. Gamble looked to 1959 as a 
time when “competition among the 
shoe manufacturers and shoe retail- 
ers for the consumer dollar will be 
stiff.” He predicted that “out of 
this competition will come new and 
improved methods of shoe merchan- 
dising and selling.” 


Boston Area Shoe Workers 
Vote on Two-Year Contract 


BOSTON—Members of the United 
Shoe Workers of America, AFL- 
CIO, in Boston, Lynn and Salem, 
Mass., ratified a new two-year con- 
tract early this month. 

Workers in other nearby areas 
were voting last week. 

The agreement calls for a cutback 
to one week in the July vacation 
shutdown, which, for the first time, 
was two weeks last year in some 
factories. Under the contract, work- 
ers would get one week’s vacation 
with pay, and would receive double 
pay for working the second week. 

The contract calls for a five-cents- 
an-hour pay increase effective at 
once, plus three cents additional 
next January 1. In addition the con- 
tract proposes a pension plan to be 
financed by a two-cent-an-hour pay- 
ment by employers into a fund. 
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Industry Code of Standards Proposed: 
Union Opposes Label Law, Offers Own Plan 


BOSTON — The Boot and Shoe 
Workers’ Union, AFL-CIO, has 
taken a stand in opposition to the 
proposed shoe labeling legislation 
which has been introduced in Con- 
gress at the present session. 

The union said the proposal to 
require labeling of a shoe by com- 
ponent parts “could result only in 
confusion” and is apparently based 
on the “fallacious” idea that “the 
less leather used in a shoe the lower 
is its quality and value.” 

Instead of legislation, the union 
proposed that the shoe industry set 
up its own code of standards based 
on “a combination of quality, price 
and performance values.” Once such 
a code is established, 90 per cent of 
all shoes now being made would 
meet its requirements, the union 
claimed. 

John J. Mara, president of the 
60,000 - member organization, said, 
“The sponsors of this bill are un- 
doubtedly sincere but obviously un- 
informed and unrealistic concerning 
the practicability of such a law. 
Legislation founded on misunder- 
standing of the shoe industry’s prob- 
lems could do the consumer serious 
injustice. While the Boot and Shoe 
Workers’ Union has declared open 
war on shoddy shoes (RECORDER, 
January 1), it does not believe that 
compulsory labeling of all shoes is a 
practical or effective solution to the 
problem.” 


W ould ‘Mislead Consumer 


“Any attempt to label shoes with 
the generic name of such a multitude 
of materials [as are used],” Mr. 
Mara said, “could only mislead the 
non-shoemaking consumer. A poor 
grade of leather could be inferior 
to an average good substitute mate- 
rial. Yet, the leather label could 
mislead the consumer by inference 
into the false belief that he is buy- 
ing top-value shoes. 

“Labeling could result only in con- 
fusion,” the union report continued, 
“because of the very number of shoe 
components.” It added, “Today, two- 
thirds of all outsoles are made of 
non-leather material. Even the new 
longer-wearing leather soles are im- 


pregnated with rubber. If such soles 
were to be labeled “part leather; part 
rubber,” would this infer to the con- 
sumer that he was getting less than 
maximum quality because the shoe 
he bought was less than 100 per cent 
leather? 

“It is apparent,” said the union, 
“that the proposed shoe labeling act 
is based on the premise that the less 
leather used in a shoe the lower is 
its quality and value. Whatever the 
relative merits of the various mate- 
rials are, such a belief is fallacious 
and is a bar to technological prog- 
ress. Based on this unsound reason- 
ing, the labeling act implies that 
there is no need for the shoe indus- 
try to seek or utilize new materials 
for improved shoe performance since 
only the old materials can ever have 
an acceptable standard of value.” 


‘Corrective Measures’ Needed 

The union asserted that its own 
study of shoe values, recently pub- 
licized, revealed that about 11 per 
cent of American shoes, mostly wo- 
men’s and children’s, are of consis- 
tently sub-standard value. “This 
condition,” said the union, ‘“war- 
rants some corrective measures.” 

In proposing that the shoe indus- 
try establish its own code of shoe 
standards, the union said, ‘The in- 
dustry could authorize the use of its 
own ‘quality,’ or ‘standards,’ label 
for such shoes and deny the label to 
the minority of shoes in the sub- 
standard class. The presence or ab- 
sence of the shoe industry label in 
the shoe would be sufficient to in- 
form the public as to the shoes’ ac- 
ceptability or lack of it from a qual- 
ity standpoint. 

“This simple plan,” declared the 
union, “would make unnecessary the 
complex machinery and heavy tax- 
payer costs required to administer 
the proposed labeling legislation. An 
industry label would protect the con- 
sumer, the aim of the proposed legis- 
lation. It would not impose an unfair 
burden upon the shoe industry as 
would a labeling act as presently 
proposed. The shoe industry is best 
qualified to establish its own stand- 
ards.” 
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NSMA Urges Men’s Seasonal Promotions 


(CONTINUED FROM PAGE 13) 
original plans very understandably 
challenged Omaha dealers to get 
on the lightweight bandwagon. In 
NSMA’s opinion, this is further evi- 
dence that dealers want help and 
will follow through on an idea, with 
or without promotional kits.” 

Surveying lightweight sales dur- 
ing the promotion, the report noted: 
“In general, lightweight shoes had 
their peak as a percent of product 
mix in April, except for Syracuse, 


loafers, slip-ons, handsewn mocca- 
sins, ties, pumps, rubber bottom- 
leather uppers.” ) 

On the basis of total sales of 
men’s dress shoes (see Table 2), 
campaign results were found to be 
“well above national expectations” 
for those months. For the whole 
U. S., Federal Reserve department 
store figures showed men’s and boys’ 
shoe sales for May and June com- 
bined were 9.1 per cent above March- 
April. In each test city, May-June 





TABLE 1—LIGHTWEIGHT SALES 


Pairs AND Per CENT 
March 
Prs. 
Indianapolis . 2,250 - _ 
Syracuse 1,545 é 
Omaha 


Tapie 2—Torat SALes 


re. 
800 
2,660 
2,170 2 2,910 


or Totat—By Montus 
May 


"rs. 
3,640 
2,620 
2,450 


J une 
o Prs. 
14 3,950 
22 2,170 


26 2/270 


April 
17 
21 


36 


- Men’s Dress SHors—Marcu-June, 1958 


(in pairs) 


March 1958 
April 1958. . .. 


Total March and April 


May 1958 
June 1958 


Total May and June 


¢ change May-June/March-April* 
> change May-June/March-April** 


Syracuse Omaha 
10,200 
12,900 


23.100 


Indianapolis 
18,300 
900 


.200 


22, 


25 , 700 
27 ,500 


12,300 
16, 100 


3,200 28 , 400 
29% 
30¢ Y € 


3% 
5% 


* Unweighted: These are based on chains’ and non-chains’ raw data and are not 


adjusted for chain versus 
** Weighted i 
chains in sample. 


non-chain proportions in population. 


Chain sales and non-chain sales adjusted for higher proportion of 





where the June proportion was 
higher. In terms of number of 
pairs, June was the peak for In- 
dianapolis and April was the pin- 
nacle for Omaha and Syracuse.” 

In Omaha, lightweights outsold 
conventional summer shoes in each 
of the four months of the test, 
March through June (see Table 1). 
In Syracuse, this was true from 
March through May, and in Indian- 
apolis, in March and April only. For 
the same months in each city, light- 
weights reportedly outsold men’s 
rubber-bottom canvas-upper shoes. 

(In the dealer report form, light- 
weight shoes were defined as “ex- 
pressly defined for spring-summer, 
such as lightweight welts, cements, 
Littleways and stitchdowns. In- 
cludes: casual dress and casuals— 


sales were reported far above March- 
April totals: in Indianapolis, by 29 
per cent; in Syracuse, 23 per cent; 
in Omaha, 33 per cent. 

What did dealers, then, think of 
the campaign? Ten per cent were 
completely sold on the idea, believing 
it helped business a lot. Another 83 
per cent were satisfied that it helped 
sell a few more pairs. Only 7 per 
cent thought the promotion was poor 
and of no help. Al] but a handful of 
the participants expressed interest 
in tying in with future promotions. 

The newly published report aims 
to answer two of three key questions 
posed by the pilot promotion: (1) 
“Will a coordinated industry promo- 
tion emphasizing one particular shoe 
fashion or feature result in extra 
men’s pairage sales?” and (2) 


“What specific strategy should be 
followed in a nationwide coordinated 
fashion campaign and what pitfalls 
should be avoided?” 

A second report, the NSMA said, 
will cover the third question: “What 
can be learned from such a test that 
will enable an individual manufac- 
turer and retailer to promote greater 
sales?” 

In the current report, NSMA re- 
searchers said flatly, ‘““‘The test cam- 
paign was successful in spite of 
some unfavorable results.” 

Sales data obtained, they pointed 
out, covered 110 stores, or 65 to 80 
per cent of men’s dress shoe sales in 
each of the three test areas. And 
indications were found “that a cam- 
paign of this sort can increase total 
dress shoe sales through the sale of 
an extra pair, in this case light- 
weight.” 

Several ‘‘unfavorable factors,” 
however, were listed, including these: 
“Many dealers believed we came in 
late after dealer plans were made” 
... “Omaha had relative prosperity ; 
the test cities, recession and rainy 
weather. These conditions may have 
affected sales results” . . 

To carry out the recommendation 
for seasonal men’s shoe promotions, 
the report outlined proposed strategy 
for such campaigns. Stressing the 
“single product emphasis” idea, it 
declared, “At a minimum, each man- 
ufacturer would be expected to agree 
to include a product in his line which 
would embrace the unified industry 
emphasis. .. . Each manufacturer 
would make his own _ interpreta- 
Gon...” 

Other proposals: 

© A key men’s magazine should 
be chosen to launch nationwide pub- 
licity for each campaign. 

® The National Shoe Institute 
should distribute promotional mate- 
rials to newspapers and radio sta- 
tions. 

® The Men’s Division should con- 
sider establishing a National Men’s 
Shoe Week for fall 1959 and possibly 
annually, if successful. Retailers in 
the three-city test liked this idea. 

© NSMA urges that NSI consider 
ways of setting up local shoe dealer 
clubs in key metropolitan areas, 
which would help push an industry 
campaign. 

® The men’s shoe industry should 
seriously consider an annual institu- 
tional campaign on such themes as 
health, comfort and the like. 
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UY a a black 
raspberry... 


PATENT LEATHER 


(lassmate 


SHOE ~ 


Other exclusive Colonial 
Metallic Colors in Patent Leather: 


#632 Sun Copper 
#793 Amber Bronze 


#638 Topaz 
= COLONIAL TANNING CO., INC., BOSTON 11, MASSACHUSETTS 





TRACTION-GRIP 


CONTINENTAL 


JUMBO-RIB 


Cush-N-Crepe 


Designed Soles 


CORDUROY 
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FACTO ONFERENCE 
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Booth 


KNURLED 


America’s Original cellular sole“... 


and the only one nationally advertised... 


-N-CREPE 577% 


FOREMOST QUALITY STEP IN AMERICA 


not on all shoes... just the best ones 


All soles on this page avail- 
able in sheets or assembled 
soles in all sizes and thick- 


nesses. 


SMOOTH 


FROSTEE 


Manufacturer of HIGHEST QUALITY SOLES for 48 years 
*Reg. U.S. Pat. Off 


AVON SOLE COMPANY -: = Avon, Massachusetts 





“FIRST CHOICE” LINE = 
ATS 


ee “Ellen” ... Patent Leather 
child's, misses, teens 


. JUNIORS fit your needs ... as well as your 
customers’. All styles . . . from tots to teens .. . IN-STOCK for 
immediate delivery. See a steady growth in volume and profit with the 
line that fits better, looks better, wears longer on growing feet. 


x * xe kK» w 
* * * 
* * ad 
, a Write us for franchise for your city. 


AMERICAN JUNIORS SHOE COMPANY, INC. 


e 
Suniors ONE ISLAND STREECT. LAWRENCE, MASS 
DIVISION CONSOLIDATED NATIONAL SHOE CORF NEW YORK SALES OFFICE MARBRIOCE BUILDING 
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omething Really ew / 
THE COUNTRY SQUIRE 


MEN’S 10” CLOSURE BOOT 


Lightweight — all rubber — no fabric lining. Will stretch 


on easily over any shoes including heavy work shoes. Molded 


button and strap, integral part of boot, provides ankle 
closure around trouser or can be worn beneath. 
“Bellows” action, together with ridges molded inside 
boot, provides ventilation and air circulation 
with each step. Easily cleaned inside or out 
under faucet. Dries in a jiffy. Offers 
rugged service for commuters, 
suburbanites, farmers and 
for all industrial use. 


Black rubber or neoprene. 


SIZES WILL FIT SHOES 
Small 642 to 82 
Medium 82 to 10 
Large 10 to 11% 
Extra Large 11 to 13 


TINGLEY RUBBER CORPORATION 
903 Ross Street, Rahway, New Jersey 


Please send me the name of nearest Tingley distribu- 
tor and latest catalogue. TI y G i EY 


NAME 
ADDRESS RUBBER CORPORATION 
CITY ZONE STATE 


Rubber Footwear for Children + Adults - Mechanics - Farmers 





WHEREVER- 
HOWEVER YOU USE 
FIBRE BOARD 
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SPECIFY... 


® 
Oo MEMBER 


i co 


NSB is the emblem of the National Shoe Board 
Conference, an association dedicated to keeping its products 


in step with changing shoe technology. 


Shoe boards made by the manufacturer-members retain their 
individuality. Their common denominator, for which the emblem 
stands, is dependable uniformity of quality so necessary in 


these important elements of shoe construction. 


MAINTAIN YOUR QUALITY STANDARDS WITH NSB 








ee 

















NATIONAL SHOE BOARD 
CONFERENCE MEMBERS | 


Bath Fiber Co., Inc. 
Bath, N. H. 


Colonial Board Co. 


Manchester, Connecticut 
a 


Endicott Johnson Corporation 
Johnson City, New York 


‘ Fibertex Corporation 
1001 Islington Street 
Portsmouth, N. H. 
Zs 
George O. Jenkins Company 
Bridgewater, Mass. 
aad 
The C. H. Norton Company 
North Westchester, Connecticut ; 


Penacook Fibre Company 
Penacook, N. H. 


hegers Fibre Co., Inc. 


Kennebunk, Maine 


Spaulding Fibre Co., Inc. 
North Rochester, N. H. 


Western Fibre Company 
Caseyville, Illinois 


West Virginia Pulp & Paper Co. — 
230 Park Avenue 
New York, N. Y. 














Y¥COLAC 


Sy HARD ABS POLYMERS 


oe 


THE TOUGH, 


CYCOLAC’s amazing properties make it in- 
finitely superior to traditional shoe heel ma- 
terials... serviceable over a wide temperature 
range. 

CYCOLAC’s outstanding toughness and abil- 
ity to “take-it” have been proven through 
constant wear. 

CYCOLAC’s exceptional quality practically 
eliminates returns. 

CYCOLAC’s light weight offers more heels 
ver pound .. . usable with all conventional 
shoe forming equipment. 


CYCOLAC’s low cost will surprise you. 


R 


In the past six months over a million high 
heels have been molded of tough, hard 
CYCOLAC resin. Made in the latest nar- 
row style demanded by current fashion, 
these heels have shown an astounding 
ability to stand-up under daily wear. 
Manufacturers and molders report returns 
at an all-time low! 


If you are looking for ways to cut man- 
ufacturing costs and still maintain the 
quality of your shoes, try CYCOLAC 
and see! 


WRITE FOR DETAILED INFORMATION TODAY! 


PACESETTER IN 


DIVISION OF BORG WARNER 


Marbon 
CHEMICAL 


Washington, W. Va. 


also represented by: 
WEST COAST: Harwick Standard Chemical Co., Los Angeles, Col. 
CANADA: Dillons Chemical Co. Ltd., Montreal & Toronto 


EXPORT: British Anchor Chemical Corp., New York 


SYNTHETIC RESINS 











WITH TWO-TONE 





STACKED 


There is a luxurious Spectro Heel to fit your shoes, no matter 
how versatile your line. Spectro Heels complement your latest 


styles! Spectro Heels will sell your shoes. 


See them now! Pre-turned... finished and ready to attach. 


FEATURED BY 4 LEADING HEEL MANUFACTURERS 


ADVANCE HEEL CO., INC. ATLANTIC HEEL CO., INC. 


Auburn, Maine Roxbury 19, Massachusetts 


KINGSBURY HEEL CO., INC. McDONALD HEEL CO., INC. 


Spencer, Massachusetts Lewiston, Maine 


SPECTRO, INC., BRIDGEWATER, MASS. 
Spectro is a registered trade mark of the George O. Jenkins Co. and affiliates 





QUALITY... Quality has always been the buyword in all BECKWITH products. The smart 
shoe manufacturer knows that quality is his only smart buy in box toes. 

UNIFORMITY... Uniformity in all types of box toes is a vital essential on the shoe produc- 
tion line. Beckwith-Arden turns them out by the millions, precision made and as uniform as 
peas in a pod. 


STYLE... Smart shoe styling is the major sales appeal all the way from the designer’s drawing 
board right to the consumer. Beckwith-Arden box toes not only conform to the most delicate lines 
of the last but faithfully retain the style and beauty throughout the life of the shoe. 
SERVICE ...Service at Beckwith-Arden means cooperative follow-through after their 
products have reached the shoe factory. Expert advice and technical assistance are always 
readily available to assure the shoe manufacturer top efficiency in his box toe operation. 


eck draler= 


203 Arlington Street - Watertown, Massachusetts 


; SUBSIDIARIES: Beckwith Mfg. Co., of Wisconsin — Milwaukee °* Beckwith Box Toe, Limited, Sherbrooke, P. Q., Canada 
Victory Plastics Co., Hudson, Mass. * Sofety Box Toe Company, Boston, Mass. * AGENTS: Wright-Guhman Co., St. Louis, Missouri 
Dellinger Scies Co., Reading, Po. * The Geo. A. Springmeier Co., Cincinnati, Ohio * Factory Supplies, Inc., Milwaukee, Wis. 





**Be Like a Rabbit’”’ 


JUMP/NG-JACKS 





MOVE 
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—If you want to sell, you’ve got to move! | 


| 


That is one of the points that Larston D. | 
Farrar made in his book: “How To Make 
$18,000 A Year.” 


Ni 
JUMPING“ JACKS 
STORY 
to more than 
5 MILLION MOTHERS 
in Parents’ 
Magazine alone! 


Jumping-Jacks biggest-ever 
advertising campaign will lead 
off in the February issue of | 


—His milieu was “free lance writing” but it 
could apply just as well to any other sphere: | 


“Beware the deadly sitting habit 

Or, if you sit, be like a rabbit 

Who keepeth ever on the jump 

By springs concealed beneath his rump. | 


“A little ginger “neath the tail 
Will for a lack of brains avail. 
Eschew the full and slothful seat 
And move about with willing feet. 


the back cover... Other ads 


“Man was not made to sit in trance will appear in ‘“Parents’” 


And press and press and press his pants, 


But rather with an open mind, A Pe ee 


in Parents’ Magazine alone* 
will be pre-sold...for more 
Jumping-Jacks sales for you. 


To circulate among his kind. 











“And se, my friends, beware the snare | 


That lurks within the cushioned chair. 
To run like hell, it has been found, 
Both feet must be upon the ground!” | 


Get set now with “As-Adver- 
tised-in-Parents’’’ signs... 
color blowups of the Parents’ 


Ad ...and new Jumping-Jacks 
window and counter displays. 





—An exchange of ideas in always helpful. 





—The more frequent your calls upon your | *Jumping-Jacks Wil seach 19 willlies 


MORE mothers in Modern Romances, 
True Story, True Confessions, My 
Baby, Baby Talk... plus 8 million 
youngsters in Dell Comics! 


customer, the better the understanding of | 
their problems; and an opportunity to be of 
service. 


S ‘ 6B : | et | Ore ® | 
Publisher 
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| AIRFLEX SPORT SOLE 


j Fibre Sport Soles — for all the family. Attractively 
designed, suede or smooth. With 


matching heels for 





nailing or with heels 


attached. Also Airflex 





Cork for work or casual wear. 


AIROLITE-NUCLEAR SOLES 


Nuclear-Airolite or lightweight, = 


see q) i) 
cellular, aircushion men oa Si 
Highest quality, j ap ( } ‘ 

(/\ ea 


long wearing, trim edges... \\ y—.. 


Excellent for Bonwelts. 


For work or dress 

in composition oil resistant 
Neoprene or Cork 

for maximum 


slip resistant qualities. 


Exhibiting ... FACTORY MANAGEMENT CONFERENCE 


Cincinnati - Jan. 31- Feb. 3 - Netherland Hilton, Room 709 


ALLIED PRODUCTS SHOW -— Feb. 14-17, 1959 
New York Trade Show Bidg. — Booths 21-22 (Sec. Floor) 
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Beat ter Busy Feat 


NITROCREPE MICROCELLULAR 


-\ Lightweight, soft cushion step. 
“ Safetred non-slip design. 
Also with Neoprene 

for oil resistant 


safety soles. 


AIRCUSHION MICROCELLULAR 


Always firm, yet feather light 
for stitch attachment. 
Ideal for casual and work wear. 


With Neoprene for oil and 


additive providing 


chemical resistance. With new ® 


exceptional non-slip quality. 


ce) ee ee fed, fe] oj ST yy. 


Now on the style leaders. 

For about-the-house and resort 
footwear. The latest, light- 
weight slipper soling 

in a variety of colors; 


designed or suede. 


THE BEARFOOT SOLE CO., INC., Wadsworth, Ohio 


BOSTON: 210 Lincoln Street, J. M. Calvin 
MILWAUKEE: 1931 South Allis, Atkinson Sales Company 
ST. LOUIS: 1602 Locust Street, F. E. Alston 
NEW YORK CITY: 225 Wesf 34th Street, Homer Bear 
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Shank and 
Heel Ironing 


The GAC 

Forepart Cement 
Lasting Machine, 
Model B, quickly 
and easily produces 
quality lasting 

ond ironing. 


0 both 


{ 


in one handling cycle 


Improved shoe bottom conditions will result from 
the use of this high production combination — 
United’s Model B Forepart Lasting Machine. 

The Forepart Laster acts on both sides of the upper 
simultaneously to tension the upper over the last, 
wipe it in and bed it down firmly with heated wipers. 
The ironing station uses shaped, heated blocks and 
hydraulic pressure to smooth the shank and heel 


[ SERVICE | 


seat areas. 
Feather lines are sharper. 
Accurate, uniform roughing is easier to obtain. 
Heel seats are flat so heels fit better. 
The character of the last is more perfectly reproduced 
in the shoe. 
Ask United for more details on how this combina- 
tion can help you. 


Loo td wJJnited. SHOE MACHINERY CORPORATION 


Gin 


BOSTON, MASSACHUSETTS 
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@ Congress analyzing shoe label laws of other countries for 
comparison with bill before House of Representatives. 


® Rubber footwear will probably be excluded 
from any shoe labeling law Congress writes be- 
cause it is unrepairable. 


@ Congress adding spending programs to admin- 
istration’s budget without adding taxes. Bud- 
get deficit and more inflation are prospects. 


Baker Reporting from WASHINGTON 





January 15, 1959 


Congress is looking at footwear labeling laws in other countries. Purpose: 
To analyze the structure of label laws and how they are administered in 
different parts of the world. 

Generally, such laws are much simpler than the labeling bill now being 
considered in the U. S. House of Representatives. This bill, frankly modeled 
after existing U. S. fur and fiber label laws, is much more complicated than 
most of those already on the statute books in other nations. The bill before 
the House is sponsored by Rep. Charles O. Porter (Oregon Democrat). 

In the State of Victoria, where about three-fourths of the entire Aus- 
tralian population resides, a footwear labeling law has been in effect for more 
than 30 years. It is a relatively simple law. Footwear offered for sale must 
state on the waist of the outersole what the sole is made of. The letters may 
be stamped or written in indelible ink. The letters must be not less than 
10 points high (slightly larger than the type you are now reading). Rubber 
footwear is exempted, and so is footwear for the deformed, for theatrical 
purposes, and for the armed forces. 

New South Wales (of which Sydney, the largest city in Australia, is the 
capital) also requires similar identification of sole materials. We'll tell you 
more about the New South Wales law soon. 


Rubber footwear probably will be excluded from any shoe labeling law 
written by the Congress. The reason is simple: It’s unrepairable, generally 
speaking. 

Members of Congress trying to whip up support for a national shoe 
labeling law are making it clear that they are primarily concerned with 
leather footwear. They readily concede that rubber footwear is unrepairable. 

Footwear labeling legislation now pending in the Congress does not 
exclude rubber products. Any kind of footwear offered for sale would be 
subject to a labeling law, as matters now stand. But spokesmen for manu- 
facturers of rubber footwear are explaining to interested congressmen that 
their buying public just plain doesn’t care what the component materials in 
rubber footwear are. Customers are well aware at the time of purchase that 
rubber footwear is unrepairable, and they are neither surprised nor annoyed 
when it wears out. 

For these reasons, congress probably will approve an amendment to 
labeling legislation making it clear that rubber footwear is not subject to 
any labeling law. 


The new Congress is busily adding new spending programs to Ike's 
budget for the new fiscal year. These extra costs, plus the fact that Ike 
proposes new taxes that Congress is unwilling to approve, point the way to a 
budget for fiscal 1960 that’s way out of balance. 

The White House estimates a balanced budget of $77 billion for the 12 








@ Labor turning heat on Congress for $1.25 mini- 
mum pay and cancelling of retailers’ exemp- 
tien from federal wage law. 


@ Continued reeovery with higher prices and a 


Report trom 


WASHINGTON Siriciiicepere 





months starting next July 1. Defense spending is up. But smaller amounts 
are proposed for agriculture, unemployment insurance, and housing. Extra 
revenue would be produced, according to the budget, by increasing first-class 
postage from four to five cents, by raising the federal gasoline tax from 
three to four and a half cents, and by levying some new user charges, such 
as use of federal airports. 

Likely result: Increased deficit financing by the Treasury to provide the 
spending money, plus more inflation, brought on by the excess of money in 
circulation. 


Labor leaders are turning the heat on Congress for higher minimum pay. 
They want the present $1-per-hour minimum wage boosted to at least $1.25 
per hour. And there are some union officials who insist the minimum should 
be set at $1.50 per hour. 

In addition, new pressure is being applied to members of both Senate 
and House for cancelling retailers’ exemption from the federal wage law. 
George Meany, president of the AFL-CIO, declares “big industries, with 
annual incomes rising into the millions . . . can no longer be permitted to 
escape their clear obligation to comply with minimum standards on wages 
and hours.” 

And, lest there be any doubt of what he meant, he went on to say that 
he was talking about retail stores, hotels, telephone companies, and laundries. 
He made it clear that his Washington lobbyists are going to “explain matters” 
to the members of the Senate and the House. 

(Note: Meany boasts that labor succeeded in getting most of its political 
“friends” elected to the new Congress, and he hints broadly that he will not 
be shy in collecting his political debts. Senate and House members who 
received union money have already been supplied with copies of the AFL-CIO 
“want list” for 1959. Mr. Meany stands an excellent chance of getting just 
about everything he wants from the new Congress.) 


Continued economic recovery, marked by rising sales but higher prices 
and a renewed profit squeeze, is forecast for 1959 by government economic 
experts. 

With industrial production continuing to improve and wages rising, some 
economists even see the possibility of a consumer buying splurge similar to 
that of the winter of 1954-55. 

Whether or not consumers increase their purchases moderately or pull 
out all the stops, a new round of profit-robbing inflation is in prospect, the 
experts say. 

Top Federal Reserve Board money managers are reportedly ready to 
impose a new round of restrictive actions, including possibly higher interest 
rates, in an effort to slow down further cheapening of the dollar. 

As a result, businessmen planning to borrow for inventories or store 
modernization or expansion should consider arranging their financing now, 
rather than waiting when money costs will probably be higher. 

Rep. Wilbur Mills, D., Ark., chairman of the powerful House Ways and 
Means Committee, warns that “rises in prices such as we have not seen 
before in peacetime” may develop over the next several years. 

(CONTINUED ON PAGE 56) 
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STRETCH YOUR AVERA 


HOSIERY TIGHTS 


= and misses. 2. SELL STRETCH SOCKS for the entire family. See catalog 
in knit in stretch nylon; seamless and full for large assortment of styles and colors. Self merchandising 
staple colors and new high fashion shades. display FREE with 30 dozen order. 
fining display FREE with 15 doses order: 





BIG NEW CATALOG 
FREE ON REQUEST. 


TRIMFIT, DEPT. S1, Empire State Bldg., N. Y. 1 
PLEASE SEND FREE CATALOG 


TRIMFIT HOSIERY MILLS Store Name 
Empire State Bldg., New York 1,N.Y. A iectiirinictimeninantaicocnnancintiieliinualiaaaenshones 
Los Angeles, 1047 South Grand Avenue EEE ae a 


offices also in: 


Boston, Chicago, Dallas, Phila., Toronto. 
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Fabulous Nylon Velvet is so tough-wearing, 
scuff, crush and soil-resistant, leading manu- 
facturers use it for bicycle-riding shoes as 
well as for dressy, party models. 


NYLOVEL 


has done wonders for the children’s shoe 
business. It has made parents happy, too, be- 
cause NYLOVEL always looks beautiful . . . 
soil can be brushed or sponged off. Children 
adore this rich touch of fashion. 























LALY-BONEG 


Reg. U.S. Pat. Off. and Canada 


T-strap, style 503, stocked in 
red and black NYLOVEL, 
sizes 8-12, 1214-4. 


Side Seam Bal, style 826, 
stocked in red and black 
NYLOVEL, sizes 81-12, 
124-4, 4-10. 





FABRICS CORPORATION 
48 West 38th Street New York 18, N. Y. 
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by JOHN REILLY 


Editorial 





Labeling: 


Meeting the Challenge 


The challenge which proposed shoe label- 

ing presents to the industry is not a new one. 

Back in 1935, just as the country was emerging from its 

greatest depression, the Senate and the House were con- 

sidering separate shoe labeling measures. In addition, 

there were labeling bills before several state legislatures. 

The industry which had already had more than its fair 

share of restrictive headaches under the National Re- 
covery Act was faced with some brand new ones. 


“oR TERNAL vigilance is the price of liberty.” 


In 1912, and again in 1921, Congress had been pres- 
sured for “Pure Shoe Laws.” The campaigns for label- 
ing in 1935 and 1936, were not as well organized as the 
present one. However, Arthur Anderson, editor of Boot 
AND SHOE RECORDER at the time, considered it a serious 
threat and campaigned vigorously against it. The Neely 
Bill, being considered by the Senate, was not as drastic as 
the presently proposed Porter Bill. No precedents, such as 
the Fur, Fiber and other Labeling Acts existed. Unlike the 
Porter legislation, the Neely Bill contained an easy escape 
clause by which retailers could pass on directly to the 
manufacturer the responsibility for misbranding. Sig- 
nificantly the RECORDER editor regarded the threat of 
labeling as primarily the merchant’s problem and in sev- 
eral editorials, he pointed out the harm it would do to 
shoe retailing. He warned too, that labeling would be a 
continuing problem for the shoe industry and urged con- 
stant vigilance against it. 

The Neely Bill died in committee. In hearings before 
the committee, the Federal Trade Commission, while in- 
dicating that it favored the bill in principle, took the posi- 
tion that it would be unconstitutional. Doubtless the 
demise of the N.R.A. several weeks before the hearings 
were held caused F.T.C. to take this position. The House 
Bill met with a similar fate, the details of which have 
been obscured by time. 

Because Arthur Anderson’s analysis was so keen, his 
statement of the case so good and the present situation so 
similar to that which existed in 1935, we reprint some 
excerpts from his editorials. 

In April of 1935, the RecorpeER editorial read: 

We have in Washington today organi- 
zations that are active in behalf of the consumer. 
Perhaps these organizations are led by what is 
termed in Washington the professional consumer. 
That individual endeavors to speak in terms of 
all consumers and to mold legislation which, in 
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his mind, might safeguard the ultimate uses 
against misrepresentation. 


~ * * 


“The real point at issue is — are we ap- 
proaching the day when the merchant will be 
selling labels rather than consumer satisfac- 
tion? The proposed labeling law will increase 
the burden of retailing without increasing 
consumer satisfaction. 


* * * 


“If there is trade encouragement of these label- 
ing laws, it is well for those now interested to 
know the ultimate consequences. To our mind it 
is far better for industry to operate with as few 
laws as possible so that selections and qualities 
can be secured through experience. A_ labeling 
law is no short cut to control of consumption. 
Processes of education in the quality and use of 
shoe materials must be accelerated whether or no 
we have labeling laws.” 

* * * 
March of °35 Anderson wrote: 

“. . Now both of these bills are absolutely 
worthless in the light of modern-day service to the 
public, for shoes, by and large, are made up of 
ingredients that give the best possible service for 
the price paid. The very competitive structure of 
our industry makes unnecessary Pure Shoe Bills 
under the guise of being regulations. 


* * * 


“If you label one product you must label every 
product; and the result would be tags a foot long 
accompanying every pair of shoes. And similar tags 
on every garment of wearing apparel and every 
item of food, cosmetics and all the things of 
human use. es 


“The point we do want to bring out is the 
powerful place of the retail merchant in every 
state of the Union. He is the one, who, in the 
last analysis, must kill these bills. He is the 
alert sentinel of the entire industry at the 
point of attack. He usually rallies at the right 
time and with his fellows goes in a body to the 
capitol and proceeds to educate the law-maker 
into the common sense of leaving the shoe 
industry well enough alone... ” 

(CONTINUED ON PAGE 68) 
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This is Chocolate Pie with 
Whipped Cream 





This is Mud Pie with 
Soap Suds 





unretouched 


photograph 


unretouched 


photograph 





THIS IS A HEYDAYS THIS IS A COPY 


Sure they appear identical, but until these 
two pieces of pie taste the same . . . a copy of Heydays 


is still a poor substitute for the real thing. 








New Stock Catalogue 


off the press January 1 4 


HEYDAYS SHOES INC. # 2032 LOCUST STREET #© SAINT LOUIS, MISSOURI 
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, 
oice of the 


“The one . . . the only way to suc- 
cessful merchandising and selling . . . 
is to believe in something whole- 
heartedly. To pick a theme. . . give 
it the complete presentation in the 
window and in the store,” says 
MATTHEW VAN KULLER, manager 
of the Winthrop Shoes for Men Shop 


on Madison Avenue in New York 


“Give the public an opportunity to 
see the shoes,” he says. “Give them 
a chance to pick the shoes up and 
examine them. Invariably, enthus- 
iasm for the merchandise will com- 
municate itself to the customer and 
will result in a sale . . . very often in 
a multiple sale. 

“We think that prospects for good 
Men 
if they are shown 
something new and attractive. Style 


business ahead, are excellent. 


will buy shoes 


has become a very important con- 
sideration for men and the turn-over 
in men’s shoe styles is almost as fre- 
quent as it is in women’s shoes. If 
you really want to be on top, you 
must keep up with the new things. 

“Lighter, trimmer, more colorful 
shoes are in the picture for spring. 
Up until three years ago, brown shoes 
prevailed but now black has super- 
seded brown to a ratio of 60-40. An- 
tiqued brown, olive in buckskins to 
go with the olive-green suits, dirty 


buck... 
in the shoe season ahead. Anything 


all these will be important 


that is light and soft will be popular 
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‘Trade 


. especially softee grains and glove 
tannages. 
“People have enough shoes to wear. 
They have enough clothes in their 
closets. However, if you can show 
them something different . . . some- 
thing that they will want rather than 
need, they will buy.” 

” * * 

JOSEPH J. CRAMER of the Wohl 
Shoe Company, St. Louis, Mo., says: 
. the 
biggest single factor in keeping our 
sales people pepped up and enthused 
is a continual flow of fresh new mer- 


“We know from experience . . 


chandise going into our stores and 
departments. Rather than have them 
selling from a stock of broken sizes 
and that are old to 
wouldn’t we be better off to plan for 
about 10 to 15 per cent of our so- 
called spring shoes to come in from 
March 25th to April 10th for the peak 
months of April and May? By this, 
1 don’t mean late delivery on shoes 


shoes them, 


we have already bought. 

“Why not in this period plan some 
fresh new Lustre promotions ‘ 
crushed or smooth .. . A new open 
silhouette 
freshly treated vinyl shoes. We like 


or two and some 
highlight colors such as Carousel in 
the orange family; Coronation in the 
pink family; or take your choice of 
one of the greens—muted or pale. 
“We also expect spring and summer 
59 to be a big WHITE season with 
thin heels and needle toes still lead- 
ing the parade, but with some real 
volume to be done on new open shoes 
in both high and medium heels. 
“To recap—we offer three ingredi- 
ents to stimulate sales in this second 
spring period ... Vinyl . . . Lustre 
. and a new Open Toe Silhouette 
or two. Whether you plan your pro- 
motions on a pattern or on colors 
plan to have something fresh and 
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new for after Easter—and it will sell.” 
* * 


MELITA KNOWLES, staff correspon- 
dent of The Christian Science Moni- 


tor, in a report on British Footwear, 


writes: “Footwear has been specially 
designed for the many women who 
ride lightweight motor scooters. The 
scooter shoe, in flexible leather and 
low heel, has a turned-up toe to fit 
into the curve of the scooter. Such 
padded 


attractive they 


Moroccan-type shoes _ with 
cushion heels look so 
have made a hit with export buyers. 
They will soon be on sale as play 
shoes at many of the big departmental 
and the United 


stores in Canada 


States.” Sat) 


“It must be the influence of shopping 
in a family shoe store that does it,” 
says MRS. FRANCES HENRY of 
Henry’s Shoes in Lansdowne, Penna. 
“The customers who come here look 
for the good fit above everything else. 
“Often, we have been tempted to put 
the emphasis on style, so that our 
customers will know we are right-up- 
to-the-times. However, they have indi- 
cated that even while they are admir- 
ing a style . . . the way the shoes fit 
is the sales clincher. 

“People are not so overwhelmingly 
style conscious that they are willing 
to overlook comfortable and good fit- 
ting shoes. And for children, fit is 


paramount consideration. A parent 
will most often look at a shoe for the 
child and 
fit?’ rather 
style?’ 

“After a customer has been success- 


fully fitted, either for herself or her 


ask ‘How does this shoe 


than ‘Is this a newer 
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child, she may want the same style 
in another color; thus proving the 
merits of the good fit. This second 
purchase may be at another time, but 
the sale has been made. The right 
shoe in correct and specific fitting 
did it.” 

* = * 
“The immediate past has indelibly 
recorded many changes in the shoe 
business and the women’s fashion shoe 
business, in particular,” says W. 
RALPH WATSON, buyer of Salon 
Shoes at Joske’s in San Antonio, 
Texas. 
“Perhaps more drastic than many of 
us care to realize have been the 
changes in lasts, heels, silhouettes, 
leathers and fabrics. 
“In most instances, they were costly 
changes,” continued Mr. Watson. ‘The 
transition from ‘conventional’ toes to 
‘needle’ toes; from ‘conventional’ 
heels to ‘matchstick’ heels, antiquated 
shoe stocks faster than any other 
transition in our business—including 
high tops, oxfords, ‘stage’ lasts, baby- 
doll lasts, slings, halters, the ‘gold 
rush’ and many others of by-gone 
days. 
“These rapidly changing times have 
taught us to live closer to our busi- 
ness and sense important trends early 
enough to avoid a recurrence of 
profit-robbing markdowns.” 

7. - * 
Speaking for the Women’s Casuals 
and Dress Flats Committee of the 
PPSSA, STANLEY W. NORKUNAS 
of Melville Shoe Corporation, said: 
“Normally, a spring forecast men- 
tions that black patent, black smooth 
and white . . . done in a variety of 
straps, overlays or ties . . . will be 
big volume. That’s playing it safe. 
But there is no excitement here for 
those of us willing to leave the mid- 
dle of the road and scout for addi- 
tional business. 
“Let’s dramatize color on the new- 
est, freshest lasts. Let’s give care to 
interior detailing. This advice goes 
for both pre-Easter and post-Easter 
In the Second Spring, color will sell 
extra pairs . . . Salad Green, Yellow, 
April in Paris tones, Bone or Red. 
One or all of these colors can fit into 
your merchandising scheme and you 
will still sell white in volume.” 
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Profile... 


by ESTELLE G. ANDERSON 





HAROLD O. TOOR 


IGH, wide and handsome! We are not indulging in personalities. 
Rather, we are adjectively pointing up the general direction in 
which the H. O. Toor Shoe Corp. is heading. 

It is natural to start the new year in high . . . high hopes, aims, 
ambitions and resolutions . . . to which Harold O. Toor, president of the 
company, would add . high production that will go higher. Con- 
servatively estimated, production in 1959 should reach five million pairs. 
This prediction is based on a wide expansion program that was formulated 
before the end of 1958 and which will be executed and accomplished 
during 1959, 

Hal Toor is not waiting for the “Soaring Sixties,” the new decade and 
what it will bring. He is going to enlarge the present units in Hanover, 
Pa., Emmitsburg, Md., Bernville, Reading and Annville, Pa. Plans call 
for installation of new methods, new machinery and equipment, as well 
as new wood; and if previous records are any criteria—and they must be, 
since the company is among the top fifteen largest shoe manufacturers, 
then any goals for increased production are as good as made! 

That takes care of the “high” and “wide.” What about “handsome?” 
That’s easy. Handsome styles for the style-conscious youngsters is an impor- 
tant consideration of the company. Eighty-five per cent of the production 
is in children’s shoes . . . from infants’ to boys’ size 6 . . . girls’ up to 
size 4. The balance is in men’s casual footwear. Although the company 
has been recognized as a dominant factor in the children’s stitchdown shoe 
business, they have increased production in cement type shoes during the 
past two or three years and are out in front now, style-wise. 

Improbable as it sounds, up to eighteen months, ago, Hal Toor handled 
all the styling, selling, promotion and administrative facets of this large 
enterprise, himself. However, a year and a half ago, he decided to delegate 
some of the styling responsibilities. Two separate style divisions were 
created. . . . Hy Levy takes care of the girls’ shoes and Sam Dones, the 
boys’ and men’s. It is all working out very well. Add William Re, general 

(CONTINUED ON PAGE 66) 
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A boot quietly and handsomely appropriate for 
business wear is the distinctive “Raceway.” A jodhpur 
boot without the conventional strap, the Raceway was 
developed initially to meet the special needs of the 
harness racing sulky driver. The fit is exceptionally 
“olovelike,” and is assured by the angled zipper 
closure at the side. Fully lined with soft glove leather. 
the boot also features a very high cone. In tan dress 
calf our Pattern Portrait is one of nine Raceway styles 
in both plain colors and combinations. 


For further information write Boot AND SHOE RECORDER 
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Reading clockwise, starting top left: “Coutu- 
riére,” “nigh heel dOrsay pump, with high- 


cone daylong tailored st 
pretty ng rap 
shoe in silk suede on wie / 
Adorés; Ghillie Tie on new Suburban 
11/8 walking last in two-way suede, by 
Hill and Dale; “Nina,” straw mule with. 
straw pompom, 18/8 wedge heel. .-— 


Travel is for kveryone... 


by ELEANOR M. RUTTY 


The low cut boot, happy choice 
for day long walking or solid 
comfort on plane, train or ship. 


Company estimates, will total four and a half million 

people. In the biggest cruise year on record, some 80,000 
persons will be traveling the high seas. Between 400 and 500 
thousand more will go to the Caribbean during January, Febru- 
ary and March, 1959. Another 14 million Americans will go 
to ski areas in the United States and Canada. Some will just 
go to local slopes for one day’s skiing, according to ski clubs, 
but others will take long winter holidays in skiing areas. 
Projecting for 1960, the American Express Company says many 
Americans will visit Rome for the summer Olympic Games and 
take in the Passion Play at Oberammergau. Nineteen sixty has 
also been proclaimed by President Eisenhower the year to visit 
the United States, so we may expect many foreign visitors here to 
see the sights and, for some, especially, to attend the winter 
Olympic Games at Squaw Valley, California. 


‘koo to Florida this winter, the American Express 
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a 


aIR- INDIA 
INTERMATIONAL 


Reading clockwise, starting top left: Tailored spec- 
tator pump in white textured leather trimmed in 
Benedictine, Town & Country Shoes; low T-strap 
in off-white perforated pig grain, 11/8 heel, foam 
cushioned sole by Revelations; “Off-Beat,” new 
very light, soft tie, by Moxees; elasticized Sling 
“Thongal” on corrugated rubber sole, by Ripo 


By car, bus, train, plane and boat, hundreds of thousands of Americans will have 


traveled in this country and Canada, to the Caribbean and to Europe in the year 


just ended. Even more will make trips—long and short—in the coming year. 


There is no need to tell you what this means in terms of shoe 
stores and departments. Here is a golden opportunity, starting 
right now, to plan a continuing series of travel shoe promo- 
tions. Gone is the idea that, except for the very well-to-do, 
summer is the time to travel. “Every Month Can Be Travel 
Month” was the heading for our story last year and never a 
truer word was spoken. Travel to far-away places and at any 
time of the year is for many people; including those in the 
middle income group, as well as the well-to-do and wealthy. 

The most constructive approach to your travel shoe pro- 
motions is to consider the most popular means of travel and the 
most popular places to which people go by the hundreds of 
thousands. Since we know that the airplane is responsible for 
the many vacations taken in distant places, why not take air- 
plane travel shoes as your starting point? Lightness and packa- 

(CONTINUED ON PAGE 68) 


DRAWINGS 
by ELLY NORDEN 


Perfect type for unwearied 
sightseeing in town or country, 
flat heel shoe on Ripple Sole. 
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. Ith Factory Management Conference 





Programmed for 


NATHAN STIX 


General Chairman 


MERRILL WATSON 
NSMA Exec. Vice-President 


VER 3,000 and 
visitors will the 
biggest annual Factory Man- 
Conference ever held. The 


delegates 
jam-pack 


agement 
Conference, sponsored by the National 
Shoe Manufacturers Association, is 
being held in Cincinnati, January 
30 through February 3, 1959. 
300 


manufacturing firms, representing an 


Delegates from nearly shoe 
estimated 70 per cent of the nation’s 
shoe production, will be on hand for 
an intensive five-day seminar dealing 
with the newest developments of shoe- 
making technology and factory man- 
Attending delegates are 
chiefly of _ technical. 
management execu- 


agement. 
comprised 
supervisory and 
tives. 

150 


extensive 


A record number of over 


exhibitors will show an 
variety of products, from heavy shoe- 
making machinery and equipment to 
small components essential in shoe- 
making. Hundreds of new products 
will be introduced for the first time. 
The the 
industry's major “launching site” for 
new products dealing with shoemaking 


Conference has become 
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JAMES NOLAN 


NSMA Technical Director 


technology and factory operation. 

The objectives of the Conference 
are, as cited by Nathan Stix, General 
Chairman of the 1959 Conference, “To 
improve the methods of shoemaking 
and shoe factory operation to enable 
us to make better shoes at faster 
speed and less cost.” 

He adds: “The productive results 
of these annual Conferences are having 
far-reaching effects—extending out to 
the retail stores and consumers. The 
being achieved in 


new economies 


shoemaking and factory operation, 
along with new techniques leading to 
a steady upgrading of quality with- 
out additional cost, are stepping up 
the pace of industry progress at a 
remarkable rate. An important influ- 
ence in this progress is the new frame 
of mind—a zest for technological ad- 
that is rapidly permeating the 
entire corps of executive personnel in 


vance 


our shoe factories. Every branch of 
the industry, along with the consumer, 
will share in these increasing benefits.” 

The Conference will open officially 
on Friday with a full day’s seminar 


This is 


on “creative management.” 


JOHN T. HEALD 


Chairman Men’s Session 


ROBERT AXLINE 


Chairman VW omen’s Session 


a special session, innovated this year, 
open only to factory executives with a 
rank of superintendent or higher. 
This session was to be limited to only 
40 factory executives, but demand for 
attendance was so heavy that a second 
class had to be established. Thus, two 
identical classes will be run simul- 
taneously on Friday. 


This the 


supervision of a staff of professors 


seminar will be under 
of industrial and business management 
from Ohio State University, 
classes held from 8:30 A.M. to 5:30 
P.M. 


(which 


with 


subjects 
for 


manage- 


Among the lecture 


will later be open dis- 


cussion) will be: helping 


ment communicate better; stimulating 
creative thinking by management; new 
techniques in modern factory manage- 
ment; selection and development of 
supervisory personnel: production 
planning; raising productivity levels: 
reducing costs and waste; developing 
managerial skills. 

Featured speaker at the luncheon 
for this seminar group is Professor 
Carroll L. Shartle, who will talk on 
“The Art Of Leadership.” 
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The annual Factory Management Conferences are stepping up the pace of in- 


dustry progress at a remarkable rate. Every branch of the shoe industry is 


benefiting by new economies, new quality and new speed in manufacturing. 


Better Shoe Technology 


DR. MURRAY BANKS 


Featured Speaker at banquet 


The customary “open meeting” on 
Saturday eliminated this 
year to permit the delegates to make 


has been 
a more complete tour of the expanded 


number of exhibits where so many 
new products are being introduced. 
A special exhibit showing a con- 
veyor system in actual operation will 
be a featured part of the Conference. 
A large floor area has been set aside 
this 


operators will be working at the equip- 


for exhibit, in which factory 
ment as though it were in regular 
factory function. It will be a Pfaff 


the 


vision of Wilcox & Gibbs Co. officials. 


conveyor system, under super- 
The exhibit will enable many hundreds 
of the attending delegates to see such 
a conveyor system, in actual operation, 
for the first time. 

A busy daily schedule for the 
delegates will be taken up with the 
continual technical sessions or “class- 
es” dealing with men’s, women’s and 
children’s shoes. Each of these groups 
has its own program, covering sub- 
jects of pertinent interest to the 
respective delegates. 


The Men’s Sessions are headed by 
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JAMES Z. GREELEY, JR. 


Chairman Children’s Session 


John T. Heald, 


Stetson Shoe Co. Seven major topics 


vice-president of 


will comprise the content of these 
sessions. These are: the vulcanizing 
process; the cement process: transport 
of conveyor systems; production cor- 
trol; 
the geometric last; and a “gimmick” 


new machinery developments: 
session to discuss many of the small 
but effective ideas devised by factory 
personnel. 

Both the cement and vulcanizing 
processes, relatively new in the men’s 
field, are reported winning increasing 
attention of many men’s shoe pro- 
ducers. Appraisal of their acceptance 
and growth potential in men’s shoes 
will be made. 
the 


various conveyor systems for men’s 


Evaluation will be made of 
shoe factories. Techniques to improve 
efficiency in production planning will 
be studied and discussed. Analysis will 
be made of new shoemaking machinery 
and equipment that has been intro- 
duced recently. A discussion on the 
geometric last, often called the key 
to automation in the shoe industry, 
will be an important feature of the 


Men’s Sessions of the Conference. 

Serving on the Men’s Committee 
with Mr. Heald William C. 
Mooney, Freeman Shoe Corp.; David 
General Shoe Corp.; Paul 
Crane, Roberts-Hart, George 
Kern, Endicott Johnson Corp.; and 
Leslie R. Heidman, International Shoe 
Co. 

Chairman of the Children’s Sessions 
is James Z. Greeley, Jr.. of Herbst 
Shoe Mfg. Co. The subject of lasts 
of this 
meeting, with particular emphasis on 
and 


are 


Payne, 
Inc.: 


will be an important part 


quality control variations in 
sizes. Several experts from the last 
industry will participate in the session. 


The Children’s 


discuss the vulcanizing process. which 


Sessions will also 
is gathering momentum in this field. 
the 


various conveyor systems used today 


Examination will be made of 
in some of the children’s factories. A 
significant part of the meeting will 
include discussion of the many day- 
io-day factory and shoemaking prob- 
lems in children’s footwear. 

The Children’s Sessions are divided 
into three groups: Stitchdown, Welt 
the 
topics to be pinpointed to the specific 


and Cement process, to enable 
interests of each group. Heading the 
Welt group is Martin Landay. Green 
Shoe Mfg. Co., assisted by 
Hess of Hubler Shoes, 


E. Higgins, Brown Shoe Co. 


Eugene 
Inc.. and R. 
Chairman of the Cement shoe group 
is K. G. Taylor, General Shoe Corp.: 
and co-chairmen are Angelo Sariego, 
Northern Shoe Co., and James Forma. 
Lawrence Maid Footwear Corp. Man- 
ley Tuttle, Endicott Johnson Corp. 
heads the Stitchdown group. assisted 
by Herbert of Gotham Shoe 
(CONTINUED ON 


Davis 


PAGE 56) 
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HAT are the likely new 
trends in shoe constructions, 
shoe machinery and general 

shoe design over the next three years? 

This question, posed before seven 
of the leading U. S. shoe machinery 
firms in a “forecast seminar” by the 
Factory Management Conference Com- 
mittee, brings some provocative “pre- 
dictions” which shoe manufacturers 
and retailers alike should find highly 
stimulating. 

The shoe machinery firms live closely 
to all shoe industry trends—in styling, 
constructions, materials, merchandis- 
ing. retailing. manufacturing, etc. All 
of these developments bear a strong 
influence on shoe machinery design. 
Hence, the “trends” views of these ex- 
perts carry respected authority. 

Commenting on this “outlook re- 
port,” Nathan Stix, General Chairman 
of the Conference Committee, declares, 
“The forecasts by this distinguished 
group of shoe machinery experts 
promise the industry a significant 
period of new developments in the 
immediate years ahead. Many excit- 
ing new things are apparently in store 
for us—in machinery and equipment, 
in production methods, in materials 
and components, in shoe constructions. 
The shoe machinery firms are showing 
a strong hand of progressive leader- 
ship in research. The crystallizing re- 
sults point to fresh directions in styl- 
ing, constructions, production efficien- 
cies—even to new concepts in foot- 


This could lead to fresh 


approaches in our merchandising and 


wear itself. 


to increased consumption of shoes.” 
And here are the views expressed 
by the shoe machinery firms and 
spokesmen participating in the “fore- 
cast” covering the three-year period 


ahead: 
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New ‘Trends 


Toward More 
American 


by C. RUSSELL TODD 


General Manager 
United Shoe Machinery Corp. 


What do I see as the most significant 
area of development in shoe machinery 
or constructions over the next three 
years? 

I could tell you of many develop- 
ments under way at United that will 
provide useful and valuable tools for 
But for the 
most important matter that faces the 
the 


all shoe manufacturers. 


shoe industry, I must first turn 
question back to the industry itself. 

When will the industry as a whole 
emphasize and promote the kind of 
product we can make in the U. S. bet- 
ter than anyone else—the product of 
our most completely mechanized types 
of plant and construction? When will 
it cease to emphasize and copy the 
type of product that can or must be 
produced with a minimum of plant 
and maximum of hand skills? As an in- 
dustry and as a country, our strengths 
have been in the former, our weak- 
nesses in the latter. So why not make 
the best of our strengths? 

We believe that the most significant 
area of development can be a swing to 
American leadership in styling, and 


that this styling will be geared to our 
high production, highly mechanized 
methods and constructions. 

We know the conditions of our mar- 
ket. We have talented stylists. Our 
machinery and manufacturing methods 
offer us plenty of freedom in styling. 
I think we are awakening to the fact 
that we can satisfy Americans with 
shoes made the way we can make them 
best, and with a variety and smartness 
equal to any imported footwear. 

I have already seen evidence of the 
“American Look” in recent shoe pro- 
motion; and the next three years will, 
I believe, see a strong swing in that 
direction. Shoes with plenty of style 
can be “made in America,” well made, 
and made by constructions and on ma- 
chines geared for high production and 
low cost. 

On such foundations it will be pos- 
sible not only for United, but for 
all machinery suppliers, to provide the 
increasingly mechanized level of plant 
equipment so well used by other in- 
dustries. 


Toward Lighter Shoes 


by PAUL N. VONCKX 
Vice President, Sales 
Compo Shoe Machinery Corp. 


A forecast of what will happen in 
the next three years with regard to 
shoe machinery and shoe constructions 
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In Shoe Constructions 


Seven leaders in the shoe machinery field indicate the directions that 


shoe constructions will take in the next three years. 


starts with an examination of our ulti- 
mate consumers. Because of our ex- 
cessive productive capacity, we have 
learned to make only what we can sell. 
So most of the answers to our question 
will come from merchandisers in the 


shoe industry. 


The big news from the stores is that 
style and comfort, rather than value 
by weight and wear, in shoes, are the 
keys to better sales. The demand for 
needle and tapered toes ig women’s 
shoes, for lightweight shoes in men’s, 
for unlined and soft-back shoes—all 
point to the fact that consumers want 
high-styled, more flexible and com- 
fortable shoes in keeping with today’s 
I think this trend 
will continue to grow in the seasons 


conditions of wear. 


ahead. 


Working on these assumptions, 
manufacturers of women’s shoes can 
meet their problems with machinery 
and constructions already well-estab- 


that field. 


men’s and children’s shoes will lighten 


lished in Producers of 
up their present constructions or turn 
more to cement-type footwear, as many 
have already done, or to specialized 
constructions, 

New adhesives and modern cement 
sole-attaching machinery have given 
ample proof of their economy and 
adaptability for manufacturing prac- 
tically all types of footwear. In the 
next years, I look for more and more 
manufacturers to turn to the cement 
process for making the light and flex- 
ible shoes that are most salable under 
today’s market conditions. 
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Toward Simplification 


by JACOB S. KAMBOURIAN 
President 
International Shoe 
Machinery Corp. 

Some advances in various scientific 
lines, notably electronics, will be and 
are now being adopted in our future 
shoe machinery. This may well lend 
itself to the development of machines 
where one or more operations may be 
combined. 

There are new developments in ma- 
terials that will help the industry 
greatly. For instance, molding the back 
part all in one piece. New materials 
are available in box toes, etc., in com- 
bined linings that will simplify and 
reduce the costs both in labor and ma- 
chinery. These are now being prac- 
ticed in limited quantity. Undoubtedly, 
the complete acceptance and use of 
such materials is inevitable, in most 
grades. 

Those manufacturers who are en- 
gaged in men’s cemented shoes per- 
haps have found the going somewhat 
rough. The idea of men’s cemented 
footwear is a good one, as illustrated 
by the success of the foreign shoe 


manufacturers. Most of our manufac- 
turers did not devote sufficient time to 
engineer the components properly, to 
select the materials, and to supervise 
the operation. For instance, a com- 
bined bottom filler, one that would 
give a cushion effect on the inside 
without profiling every pebble on the 
ground, would have helped the situa- 
tion. 

These are but a few of the many 
developments that will help reduce the 
gap between profit margins and to 
simplify shoe constructions. 


Toward More 
Kuropean 


ae 


by WALTER J. SLODKI 
President 
Atlas-Sandt Corp. 


In the U. S., 
branch usually follows shoe industry 
trends; that is, the machinery makers 
try to comply with the wishes and 
of the 
Europe, the shoe 


the shoe machinery 


directions shoe industry. In 
machinery makers 
assume leadership and are in front of 
the shoe industry, 
pletely new constructions or improve- 


(CONTINUED ON PAGE 72) 
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he New “lT'eam-O-Mat™ 


This new production system should mean faster deliveries and shoes 


of more uniform quality, appearance and fit. Deliveries of fast-selling 


shoes while still in season will mean more profits for the retailer. 


NEW approach — actually a 

revolutionary approach — to 

modern mechanized shoemak- 
ing, promises many new advantages 
for manufacturer, retailer and con- 
sumer alike. 

This is a new shoe production sys- 
tem, installed some time ago in one 
of the plants of A. Sandler Co. 
of Boston). Over 50,000 
pairs of cement-processed shoes, from 


i Sandler 


high to low heels, and utilizing many 
combinations of materials, styles and 
components, have been produced with 
this new concept in shoe factory opera- 
tion. 

The the 
vital lasting room. It combines a new 
method of mechanized production, 
plus original equipment devised for 
the system. And here are some of 


system centers around 


the amazing results that have been 
achieved: 

A shoe can be assembled from 
stitched upper to sole laying in only 
27 minutes—as compared with the 20 
to 24 hours ordinarily required. 

Work-in-process requires only 16€ 
shoes — as compared with approxi- 
mately 4.000 shoes ordinarily _re- 
quired. 


There is 


damaged 


a drastic reduction in 
totally 
eliminate treeing, sharply minimizes 


shoes. This can 
repairing, hence cuts costs and time 
required to process the shoes. 
Labor costs can be cut by a mini- 
mum of 10 to 20 cents a pair. 
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lasted much 
uniformly and precisely — meaning 
better looking and better fitting shoes. 

There are almost no “odd” shoes to 


Shoes are more 


create bottlenecks; and no open shanks 
on high heels. 

the 
lasting room—an important saving of 


Shoe racks are eliminated in 
space and cost, and elimination of 
waste time. 

The space required for the equip- 
ment and layout to process the shoes 
under this new system is 80 per cent 
less than ordinarily required. 

A minimum 20 per cent increase in 
productivity can be expected—and 
with less effort on the part of the 
operators. 

Much improved control of shrinkage 
and expansion of wood lasts in pro- 
cess—resulting in precision conformity 
to shoe size, and hence more exacting 
shoe fit. 

A uniform excellence of quality in 
processed shoes. 

Substantial reduction in the number 
of lasts (and consequent heavy in- 
vestment) required to process shoes. 

And shoemaking time can be re- 
duced from what is currently a shoe 
factory minimum of 15 days, to 7 
days with the new system. 


Significances 
All these are proven results. We 
believe that this new concept of shoe 
production spells important advan- 
tages. Capital investment and produc- 


tion cost savings accrue for the manu- 
facturer. His production flow is greatly 
speeded — and with this improved 
efficiency comes improved quality of 
and shoemaking. From the 
retailer's standpoint it means better 
deliveries—faster deliveries of shoes, 
and on promised time. It means shoes 
that are uniform in appearance and 


shoes 


quality. It means better fitting shoes. 
it means ability to reorder good- 
selling shoes at the height of season 
and obtain delivery still within season 
for profitable selling. 

What, fundamentally, is this “new 
concept” of shoe production? 

First, it is centered around a “shoe 
transport” system in the lasting room. 
It is an axiom in shoemaking that 
only about 20 per cent of the operator's 
time is spent in directly productive 
work—the other 80 per cent occupied 
by “necessary” waste motion such as 
constant moving around of shoe racks, 
empty time waiting for shoes held up 
hy bottlenecks, etc. The new system 
results in a drastic reduction of non- 
productive time, which is converted 
into productive work. 

Second, the 
special layout which greatly simplifies 
and speeds flow of work in process. 
This we have called the Team-O-Mat 
group of 


system involves a 


system, which implies a 
operators functioning as an organized 
unit or team. 

Third, it involves a specially devised 
muller 


( patents pending) automatic 


Boot and Shoe Recorder 





by MORTON BROMFIELD 


Bromfield Associates 
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This is the layout of the Team-O-Mat system that reduces shoe-processing time from 26-24 hours to 27 
minutes. This unit involves some 18 machines, 14 operators, cuts floor space requirements by at least one 
third. This unit can produce about 36 cases of shoes daily, and shoes go through the factory in seven 
days as compared with the 24 days ordinarily required. Over 50,000 pairs of shoes have been processed 
with this system, installed in the A. Sandler Co. (Sandler of Boston) factory. 


which controls the moisture content 
of last and leather, permitting uniform 
lasting. 

Fourth, there is another special 
piece of apparatus, a heat-treating 
tunnel, again for controlling quality 
and uniformity of the shoe. 

Thus, with each Team-O-Mat unit 
18 machines; a 
conveyor or transport system; an auto- 


are 14 operators; 


inatic muller; a heat-treating tunnel. 
The result is a highly efficient, 
mechanized system. One of these 
Team-O-Mat units produces about 36 
cases a day. Hence, a 100-case-a-day 
factory would require only three such 
units—which means less equipment, 
less space, and fewer operators re- 
auired. 

At the starting point, the stitched 
upper is placed in the automatic mul- 
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Morton Bromfield is head of Brom- 
field Associates, industrial manage- 
ment consultants. He has applied 
new scientific techniques and auto- 
mation methods to various indus- 
tries, including several plants in the 
shoe industry, and has been a guest 
speaker at Factory Management 
Conferences. 


ler, a vital part of the system, and an 
apparatus specially devised for the 
system. Now, tests show that upper 
leather needs 18 per cent or more of 
moisture content for satisfactory last- 
ing or assembling. By the ordinary 
mulling procedures, a lot of shoes 
“going through” the muller will not 
be uniformly moistened. The upper 
and lower pairs in the pile usually 


are adequately moistened. But the 


shoes in the middle of the lot usually 
receive below the required 18 per cent 
of moisture. 

As these shoes are lasted there will 
be a different yield or “give” to the 
leather in the adequately and in- 
adequately moistened shoes. This often 
results in lack of uniformity in lasting 
—with consequent effects on the ap- 
pearance and fit of the shoe. 

Further, after the shoes are outside 
the muller for an hour or so, even 
the adequately moistened shoes have 
lost moisture, frequently below the 
critical 18 per cent level; and the other 
shoes, originally below that moisture 
level even inside the muller, are now 
further below the minimum moisture 
level. This often adds to the lack of 
uniformity in lasting, plus creating 

(CONTINUED ON PAGE 86) 
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What's In 


And How To Sell It 


ALFSKIN is known as the 

aristocrat of shoe leathers. It 

has every deserving reason for 
this reputation. 

Calf leather is made from the skins 
of young cattle from a few days to a 
It has been said that 
calfskin inherits its softness from its 
mother, the cow, and its durability 
from its father, the bull. And from 
this mixture is born one of the most 
beautiful and practical of all shoe 
leathers. 


few weeks old. 


But first, let’s correct a misconcep- 
tion or wrong impression held by 
many shoe retailers and salespeople 
who, in innocent error, call just about 
any smooth leather, calfskin. A large 
share of all smooth leather shoes to- 
day are mistakenly sold by shoe sales- 


SMOOTH SEMI-ANILINE CALF 


EMBOSSED 


(ALLIGATOR) CALF 


TEXTURED GRAIN 


A Shoe 


people as “calfskin” shoes. This in- 
cludes most of the cattlehide (or side 
shoes—which are not calf- 
includes several other 


leather) 
It also 
types of smooth leathers, which like- 


skin. 


wise are not calfskin. 

Hence, to fully understand and ap- 
preciate the qualities of genuine calf- 
skin, we must separate this leather 
from the others so that its distinctive 
features can be placed upon a de- 
served pedestal of their own. 

Calf is said to have the “purest” 
grain of any of the major shoe leath- 
ers. It is a beautifully fine grain which, 
in its natural form, is the acme of 
exquisite leather. This grain doesn’t 
have to be concealed or “corrected” 
with special finishes or other treat- 
ments in the tanning process. The 
more naturally it is tanned, the more 
the beauty of its inherent grain is 
brought to light. 

Calfskin has dimensional stability 
which means that a calfskin shoe will 
hold both its shape and finish better. 
In fact, shape-retention is one of the 





classic features of calfskin shoes. 

This leather does not scuff or scar 
easily, and it cleans and polishes hand- 
somely. It is one of the lightest of 
leathers, yet possesses great strength. 
It is a “resilient” leather—which 
means that it “gives” under foot pres- 
sure for maximum comfort and good 
fit in the shoe. It has a natural lustre 
that can be raised to any level of 
gloss desired. 

It is a highly porous leather, with 
excellent “breathability,” yet has a 
good degree of built-in water-resis- 
tance. It is a pliable and supple 
leather, yet is never “stretchy.” 

It has a natural, actually luxurious, 
softness. This natural softness is not 
to be confused with the softness of 
what are today known as “glove” 
leathers, which are made soft by the 
The 


softness of calfskin permits this leather 


impregnation of oils. natural 


to remain perfectly shaped to the 
original last so that it does not “col- 
lapse.” 

It is these features, and others (as 


Grained calf on modified Continental style. 
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Calfskin is one of the most beautiful and prac: 


tical of all shoe leathers. It should be pre- 


sented as a leather of outstanding distinction. 


by 


we shall see shortly) which have given 
deserved accolade to calfskin as the 
true aristocrat of shoe leathers. When 
the word “quality” is used in refer- 
ence to leather, genuine calfskin is 
usually the first to come to mind. 

Let’s take a closer look at its dis- 
tinctive surface features. 

The grain of calfskin has a pore 
which is small and refined looking. 
Consequently, when calf is finished. 
the result is a very smooth and attrac- 


SMOOTH PIGMENT FINISH CALF 


TEXTURED GRAIN 


SHRUNKEN GRAIN 
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WILLIAM A. ROSSI, Field Editor 


tive surface in an aniline or semi- 
aniline finish. No cover-up opaque 
finishes and no buffing off of the origi- 
nal grain (called a “corrected” grain) 
to be replaced with artificial grains, 
are needed. The finished surface of 
full-grained calfskin is something that 
glistens with the freshness of a youth- 
ful complexion. And that’s because, 
say calfskin tanners, the inherent na- 
ture of calfskin is you! hfulness. 

The youthful suppleness of calfskin 
permits it to be beautifully pleated 
or draped in shoes; or to be per- 
forated because of its clean cut. The 
skin of the animal has such natural 
markings as fat wrinkles, veins and 
capillaries—and these are more pro- 


Calf Leather 


nounced in a young calf. This adds 
further distinction to the fine-grained 
surface. 

Let’s clear up just one more impor- 
tant “technicality’—the common in- 
terchange of such terms as calf, kip, 
veal, and side, all pertaining to leath- 
ers which, largely at the retail level. 
are often connected with genuine calf- 


skin. (CONTINUED ON PAGE 64) 


TEXTURED GRAIN LEATHERS 


SMOOTH ANILINE CALF 


Smooth calf on American style. 











Talking Tree Draws Children 


by RUSSELL RICE 


chase has been made and the child’s 
name is registered on a fitting card 
at the rear wrapping counter, where 
the tree’s voice originates from a 
hidden inter-com system. 

A typical conversation: 

Tree: “Bye, Bye, Bobby.” Bobby 
hesitates, then answers, “Bye.” 

Tree: “Don’t you think I’m pretty?” 

Bobby answers, “Yes,” reaching up 
to feel Tree’s nose. 

Tree: “Oooh! That tickles!” 

Curry’s doesn’t need to advertise 
the tree. Word of mouth has spread 
its fame throughout central Kentucky 
during the one year (as of Jan. 17, 
1959) the store has been at the new 
location. 

There are other points of interest 
for customers of the store. As an in- 
ducement for good fitting under nor- 
mal conditions, Curry offers a fitting 

(CONTINUED ON PAGE 78) 


The “Talking Tree” has a position of 
prominence in the Howard Curry 
Shoes for Children store in Lexing- 
ton, Ky. It is located just inside and 
to the right of the store entrance. 


Customer attractions, efficient layout, quality and fit combine 


to make Lexington, Kentucky, store an outstanding operation. 


AVE YOU ever heard a tree 

talking? Well, central Ken- 

tucky children have. And 
they beat a path to the door of a 
Lexington shoe store where a “Talk- 
ing Tree” makes purchasing a pair of 
shoes a unique experience. 

The tree, made of driftwood, stands 
just inside the entrance of the new 
Howard Curry Shoes for Children in 
suburban Southland Shopping Center. 
Lexington, Ky. It offers its craggy 
countenance as a greeting. 

But the tree refrains from speak- 
ing to children until they are ready 
to leave the store. There is too much 
congestion near the entrance when a 
hig conversation develops between the 
tree and a talkative youngster. 

The tree likes to call a child by 
name. It can do this best after a pur- 
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There is no need to urge children to mount the fitting platform. Two built-in 
wall aquariums find a ready audience. 
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“SOLD... handsome 


PRE-SOLD 
FOR YOU... IN 


PLAYBOY 
MAGAZINE 
_..T0 A DYNAMIC 
FASHION-BUYING 
AUDIENCE! 


Is there a new consumer market for men’s shoes? 


There certainly is! Playboy Magazine uncovered it 
. .. Leather Industries of America appeals to it with 
exciting, sales-compelling advertising . . . a full-color 
page in the March issue. 


Here is a market that is fresh, vigorous and eager to 
add new style ideas to its wardrobe. Here is a market 
that is not content with a few staple styles . . . but 
buys shoes as its clothing habits dictate. Here, then, 


shoes!” 


~~ ty Pte 


HANDSOME C SHOES! 


Obviously he has an eye tor fine shoes... she, too. Or the town or campus, new slim styling. new 
seathere...subtie grains, brushed surfaces or gieaming smoothness. will turn pretty heade your way. 


Leether + Styfe - Quaiity. The perfect formula for building e emart shoe wardrobe. 
LEATHER INDUSTRIES OF AMERICA 


is a multiple buying shoe market. 


To appeal to those style-conscious young men .. . to 
turn them into solid repeat customers . . . establish 
yourself as headquarters for all that is important and 
exciting in leather shoe styling. 


Leather Industries of America and Playboy Magazine 
have prepared an unusual advertising and merchan- 
dising kit to help you, the retailer, do the job suc- 
cessfully and profitably! Write for it now... 


LEATHER INDUSTRIES OF AMERICA 
411 Fifth Avenue, New York 16, N. Y. 














by SEYMOUR HELFANT 
Manager, Smaller Stores Division, N.R.M.A. 


What DoestheCustomer 


The customer has definite ideas about the kind of shoes she wants and 


the salesperson should not confuse the issue with irrelevant sales points. 


when shopping for shoes. She may want a sturdy 

shoe for everyday wear, a high styled fragile shoe 
for evening wear or just a plain pump for afternoon 
wear. The salesperson should take his cue from the cus- 
tomer and make appropriate suggestions. He should 
know from the customer’s demands whether she is look- 
ing for style, wear, comfort or price and then tailor his 
sales talk to what will best fit the requirements. If shoes 
are being purchased for children, sturdy wear as well as 
fit is what the customer is looking for. 


T HE CUSTOMER usually has definite ideas in mind 


The salesperson should logically develop his sales talk 
to satisfy the desires of his customer. He should not 
confuse the issue with irrelevant sales points. Of course, 
he must note his progress and introduce new features 
if he feels that he is not making enough headway. 

The salesperson should be trained to ask the customer 
only general, pertinent questions in such a way that sug- 
gestions for substitutions can be made if the requested 
shoe is not in stock in the size required. 

Care must be taken to avoid unnecessary questions. 
The salesperson should not ask questions that will narrow 
the demands of the customer to one particular shoe. Too 
many questions may also antagonize the customer and 
confuse her. 

Questions as to type of shoe, the purpose and the type 
of leather desired are in order. Avoid discussion of the 
price of the shoes or size. Not all people shop price. It 
may create unnecessary discussion and limit the abiliiy 
of the salesperson to show the shoe best suited for the 
customer or to trade her up. Many customers feel in- 
sulted when they are asked how much they want to spend. 
Generally, they will only consider what looks best or 
feels best, regardless of price. Such unnecessary questions 
only antagonize them. 

Many times customers may feel that they will pay a 
specified price for shoes but will quickly change their 
minds when they compare them with other shoes and 
can be easily switched to more expensive shoes when the 
quality factor is presented. Therefore, value should be 
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uppermost in the salesperson’s mind and this should be 
enthusiastically transmitted to the customer. Many cus- 
tomers are looking for value and for shoes that will 
really fit their needs. 

Sizes also pose a problem. Since different lasts fit 
differently, it is possible that sizes may not always be 
the same for all shoes. Trouble can be caused if this 
is made an issue at the beginning of a sale. 

If questions are asked about size, the customer will 
quickly lose confidence in the salesperson. He must 
measure both feet to show that he knows what he is 
doing and at the same time create a favorable impression. 
The customer expects this attention. Also, many cus- 
tomers do not actually know their own size and a great 
deal of time can be saved if the salesperson does what 
is expected of him, namely, measures both feet. 

The salesperson is looked up to as an advisor and 
expert in his field. Consequently, he should know all 
there is to know about his product. He is not expected 
to display all his knowledge whenever he makes a sale. 
In the first place, he hasn’t the time and, secondly, the 
customer is not interested in all details. However, cus- 
tomers do want to know the salient facts about shoes. 
Greater knowledge gives the salesperson more confidence 
in himself and a better understanding of shoes. He can 
answer questions more readily and have a better under- 
standing of the important features that should be im- 
parted to the customer. 

The salesperson should be an expert on fashion so that 
he can advise the customer about her accessories, their 
He should quote the latest 
fashion magazines to justify the customer’s choice of the 
shoes that are being purchased. He must know what is 
the latest fashion and how the shoes will fit the needs of 
the customer. Visits to showrooms, trade shows and dis- 


color and coordination. 


plays by traveling salesmen are important to the sales- 
person. The traveling salesman should be respected as a 
good source for fashion hints, both as to present and 
future styling. 
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... Want to Know? 














The salesperson must measure both feet to show that he knows what 
he is doing and at the same time create a favorable impression. 


Basic facts about the materials and construction of the 
shoes will give the customer a better appreciation of what 
she is getting. Incidentally, shoes are the best dollar 
value in anybody’s wardrobe, when compared to any 
other item of clothing. Customers expect shoes to wear 
longer and hold their shape for the life of the shoe. Only 
with a thorough understanding of certain important basic 
information that should be imparted to the customer will 
the salesperson be able to justify the price and purchase 
of the shoes. This information will be even more neces- 
sary than heretofore because of the labeling laws that 
may be passed by the Federal Government. 

In giving all this information to the customer, the 
salesperson should be well prepared in his presentation of 
the sales talk. He will be respected only when he can 
state his facts properly and with authority. His descrip- 
tions and statements should be correct and honest so as 
to maintain the confidence of his customer. 
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If the sales talk is organized properly to conclude with 
the fact that the customer is getting the best value for 
her money, she will not only purchase the shoes currently 
being sold, but will become a good repeat customer. 

She should be told why the shoes being presented are 
best for her needs, with the most important points 
stressed continually throughout the sale. Whether the 
fashion angle, a wearing angle or even the comfort angle 
are what the customer wants to hear, the salesperson 
should stress those points. 

While presenting the important points, the sales- 
person should always keep in mind that the customer is 
going through the buying process in her mind. After her 
attention has been attracted, the next steps involve arous- 
ing her interest, creating a desire for the shoes and 
convincing her that they will fill the desired need in her 
wardrobe. This all adds up to the final purchase and 
the satisfaction of the customer. 
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Even after long wear, this 
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will remain true to the last. 


Just off the last . . . and, al- 
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“top-line spread.” 


Shoe manufacturers can now make shoes that look better, fit better, sell better . . . by using NEW Celastic one-piece counter and lining 
material. And they can save production dollars in the process! All this, thanks to Celastic’s fantastic ability to take the shape of the last 
... and hold it. Crush Celastic — it regains its shape; soak Celastic — it’s waterproof; wear Celastic — it hugs the heel for a shoe-life of 
comfort. Sold in various weights and fashion colors for men’s, women’s and children’s shoes — nylon-flocked for long, hard wear. 

Get the full story and a FREE demonstration under your own production set-up. Write, wire or phone: Mr. Keith Harrison, 
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The Kicking Barrel 


The customer is always right—but it takes a resilient disposition to 


live with this doctrine in the shoe business. The last of three articles. 


ERHAPS a latex diet would 

help shoemen. Rubberized _pos- 

teriors would ease bouncing up 
and down on fitting stools, and a re- 
silient disposition would help the ad- 
juster rebound from the incredibly 
unjust concessions he must make to the 
doctrine that the customer is always 
right. 

In department stores this doctrine 
is probably justified as a protective 
measure. Losses incurred through re- 
turns of worn merchandise may be 
recouped in other departments, but the 
abuses reach their apogee in the shoe 
sections. Ill will generated in one de- 
partment affects all the others. Thus 
the onerous burden of unjustified ad- 
justments operates to the detriment of 
the shoe department more than any 
other. 

One woman, flagrantly enciente, in- 
sisted on buying a pair of pumps with 
very high heels. Haughtily she ignored 
the tactful suggestion of the salesman 
that she consult her doctor before 
wearing the pumps. In half an hour 
she limped back with one of the heels 
broken—and demanded another pair 
of exactly the same style, gratis of 
course. She got them. Store policy re- 
quired that a complaint be settled to 
the customer’s satisfaction. 

Suppose this complaint had been 
turned down. Would this lady have 
returned the next day and bought over 
$1,000 worth of furniture? She did 
just that. 

In the ladies’ shoe section our top 
price at this time was $12. Most of our 
stock was in the $6 to $8 range (the 
equivalent of $12 to $14 today). It 
took a lot of shoes to make unjustified 
adjustments average what they did— 
$200 a month. As buyer I was not at 
all in favor of this bleeding of my de- 
partmental records and my Christmas 
bonus. I was finally mollified by an 
arrangement whereby such adjust- 
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ments were charged against institu- 
tional advertising. 

Several replacements of shoes de- 
manded by one of the store’s “better” 
clientele aroused me to investigation. 
The garden department reported her 
credit for several dozen shrubs. They 
were purchased at a special sale in the 
spring. Come fall she complained that 
none of the plantings had survived. 
(They had received no water for eight 
weeks of the summer while she was in 
the mountains. It was a summer of no 





RIALTO 


rain and temperatures averaging 101 
degrees.) Similar records turned up in 
half a dozen other departments. The 
management decided that her account 
was a liability. It was closed. 

My most persistent liability was a 
sweet-faced mother who was always 
“so sorry that Tommy’s shoes wore 
out before they should.” His original 
pair came from our children’s depart- 
ment. He was in fifth grade. Replace- 
ments at store expense kept him shod 
through his junior year in high school 
when they moved away. 

Complaining mothers never could 
believe that their children had any re- 
sponsibility for the rapid deterioration 
of their shoes. One pair of abused 
boots were charred across the soles 
which were cracked clear through. I 
asked the youngster if he was a Boy 
Scout. He was. 

“That’s fine,” I said. “And I gather 
from your shoes that you went on a 
hike and got wet feet. Did you stand 
on two logs with a fire between them 
to dry out your shoes?” 


by SLOAN CULVER and 

JEAN JAMISON BOETTIGER 

Sloan Culver began his activities in the 
shoe business in 1909 as stock boy in his 
family’s store in Eau Claire, Wisconsin. 
He is at present vice president of H. L. 
Culver & Sons in that city. 

Jean Jamison Boettiger is associate edi- 
tor of Park Maintenance Magazine. 

“Boy! Did my feet get hot,” he said, 
yet his mother insisted on replacement 
of the shoes as defective. 

For sanitary reasons a state law for- 
bade resale of “worn” shoes and worn 
was defined as linings or soles which 
gave evidence of wear. Our customers 
never heard of this law from us. En- 
forcement would have cost too much 
in public relations. We even obliged a 
belatedly admitted 
nothing wrong with her alligator 
shoes. When she brought them in for 
exchange she objected to the vamps 
not matching in scale pattern. I 
pointed out that this indicated genuine 
alligator as identical twins in this 


customer who 


species were rare indeed. 

“Too bad,” she said, “but the shoes 
are too tight.” 

This was demonstrably not true. So 
was her contention that the heels were 
out of alignment. 

“Darn you,” she said. “I just got 
tired of the things. I tried to pull them 
apart. They wouldn’t rip. So I brought 
them back to see if I could get away 
with it. Wrap them up. Ill keep them.” 

“Madam,” I said. “You’ve given me 
a first experience in 120 years of sell- 
ing—more or less. Never before has a 
customer admitted she was trying to 
get away with something. Pick out any 
pair of shoes in our stock.” 

More than her candor 
this adjustment. A disgruntled woman 
can offset a whole page of advertising. 

In the days following a big social 


influenced 


event many party shoes came home to 
roost. Satin slippers which had been 
tinted to match gowns were smeared 

(CONTINUED ON PAGE 76) 
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Programmed for 
Improved Shoe Technology 


(CONTINUED FROM PAGE 43) 
Mfg. Co., and B. R. Gilliam, Inter- 
national Shoe Co. 

Heading the Women’s Sessions is 
Robert Axline of Brown Shoe Co. 
This year, these sessions will con- 
centrate on practical shoemaking 
problems. States Mr. Axline, “The 
rapid and numerous introduction of 
new styles, lasts, materials and 
shoemaking techniques in the wo- 
men’s field is presenting a constant 
flow of problems and challenges. 


This makes necessary a mounting 
alertness by factory management 
executives to keep pace with these 
developments.” 

Speaker at the Sunday night Ban- 
quet will be Dr. Murray Banks, who 
will tell the shoemen “What To Do 
Until The Psychiatrist Comes.” Dr. 
Banks, a noted psychologist and 
author, is also a celebrated laugh- 
provoking humorist. 

General Chairman Nathan Stix 
terms the 1959 Conference “not 
merely the biggest such meeting to 
date, but a rise to a new plateau 
in shoe industry technology. The 





whole horizon of thinking, planning 
and methodology in the industry is 
moving forward with sweeping 
strides. We can no longer be called 
a backward or slow-paced industry. 
Our technological know-how is ac- 
celerating with each passing year, 
bringing productive results in bet- 
ter shoes at lower cost, which has 
always been the primary function 
and objective of every industry in 
a free-enterprise system. We have 
become research-minded, and this 
is the open door to a new era in the 
shoe industry.” @ @ @ 


Baker Reporting 
from Washington 
(CONTINUED FROM PAGE 32) 
Lurking behind any such inflation- 


| ary boom is the spectre that economic 





A VINYL TRUE BIAS BINDING 


EIGHT YEARS OF EXPERIENCE IN 
MAKING AND CONTINUOUS USE BY 
LEADING MANUFACTURERS WITH 
COMPLETE SATISFACTION IS 


PROOF OF BPB LEADERSHIP 


REMEMBER ... what BPB does for others 
it can do for you. Take pride in using the best; 


a trial run would prove interesting. 


now BPB comes 
in 55 coiors 
INCLUDING BLACK PATENT 


= i= 


aA UEACTURE 


If you are manufacturing Vulcanized shoes 
you'll find our LPB is made specifically for 
your needs. Ask us about LPB, too. 


an stay company 


PB THE STRONGEST BINDING ON THE MARKET 


MERCIAL ST., MALDEN, MASS. 


maladjustment not corrected during 
last year’s recession will be intensi- 
fied and bring another slump that 
much closer, some experts warn. 

As inflationary pressures become 
greater, renewed demands for im- 
position of standby wage, price and 
particularly credit controls will 
again crop up. The proposal! will be 
made again that the government 
should be given power to clamp 
these controls on the economy as a 
means of preventing excesses from 
developing. 

Retailers are expected to fight 
such proposals as they have in the 
past with the arguments that such 
controls don’t control but simply 
lower quality, and that such pow- 
ers are neither needed nor desir- 
able. 

Consumer credit was one of the 
sectors of the economy that showed 
the greatest correction in 1958. In- 
creases in outstanding debt were 
the exception during the year as 
consumers, jittery over the reces- 
sion, paid back their debts faster 
than they incurred new ones. 

In October, installment credit in- 
creased about $31 million, but the 
total amount of this type of debt 
actually declined by almost a half- 
billion dollars during the first 10 
months of the year. Total debt of 
all kinds except mortgages rose 
cnly a scant $2 million through 
October. 

Matched against rising incomes 
and growing population, consumer 
debt is one of the areas that most 
economists believe is fairly healthy 
now. A new buying spree, however, 

(CONTINUED ON PAGE 67) 
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Light Bone Shades Are 
Fashionable at Minneapolis 


BLACK continued as the best 
color at Minneapolis. Light bone 
shades and blue were beginning to 
come into the fashion picture for 
southern and resort wear, and pat- 
ents also are expected to be big for 
resort and early spring selling. 

One department manager said 
that there had been “lots of calls” 
for navy calf, which he expects to 
be a leader in tailored shoes for 
spring. Another buyer also reported 
that navy had been very good. In 
contrast, interest in red seemed to 
be decreasing, and brown was said 
to be good in the lighter shades. 

Another buyer said that he ex- 
pects a few “sleeper” colors to come 
into prominence for spring, but 
there had not been enough action 
yet to determine trends. 

Both the high, 23/8, heels and 
the medium, 18/8, heels sold well. 
Closed heel and closed toe con- 
tinued as the general trend. There 
was little action in casual shoe 
sales, though. 

The volume of children’s slipper 
business for holiday gifts was un- 
usually good. About the only notice- 
able sales trend was in velvet T- 
straps for girls, which have been 
very good. Outside of that, there 
were no definite trends. 

Men’s shoe business ranged from 
“good” to “excellent.” One buyer 
said that he had done very well 
with lined blizzard boots and after- 
ski boots. Slipper sales volume also 
was on a very high level. All types 
of medium to heavyweight shoes 
were in demand. Sales of black and 
brown remained about 50-50. 


Clearances, Spring Selling 
Share St. Louis Spotlight 


THAT two-headed feilow Janus 
for whom the present month was 
named would be _ adequately 
equipped for eyeing the St. Louis 
retail picture now. Shoe activity 
goes in two directions: clearance 
sales of old merchandise and dis- 
plays of new spring footwear. 

Women’s clearances began the 
Friday after Christmas and at- 
tracted bumper crops of lookers, 
not necessarily buyers. Depart- 
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ment store managers say that this 
pattern persists from year to year; 
women look and compare values be- 
fore they actually purchase clear- 
ance pairs. Many have already 
moved, dealers happily report; but 
some roundish toes, they say, may 
not move at all. 

The number of pairs to be cleared 
varies widely from store to store 
and area to area. Fewer heeled 
pairs are sticky in suburban out- 
lets, where several managers feel 
that women’s casuals will pose the 
biggest problem. 

The dramatic entrance of wo- 
men’s spring casuals in bright col- 
ors will not help move last fall’s 
casuals either, dealers say. In one 
downtown department store, where 
several patterns of colorful suede 
flats were put out on aisle display 
early, “just for a lark,” response 
was terrific. Pointed toe bright 
brushed leather flats for women 
and misses have more appeal at 
present at regular price than do the 
semi-tapered casual patterns at sav- 
ings of 25 to 40 per cent. 

Although retailers continue to 
give their clearance shoes top at- 
tention by necessity, newsworthy 
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The Springolator is becoming a volume 
style in many parts of the country. This 
ad features bag tie-in. Phoenix, Ariz. 


spring pumps sneak into every deal- 
er’s display somewhere, even if 
only in limited quantity. A few 
pairs of vivid geranium pink or ap- 
ple green dressmaker pumps, dis- 
played in a window or interior wall 
cabinet, do wonders for effervesc- 
ing the general air of each store. 

College girls home for vacation 
were noted by dealers as an unusu- 
ally active buying group this year. 
They purchased flats, chukkas, lit- 
tle heels and high heels to take 
back to their campuses. At least 
one manager stated that his list of 
Things-To-Do-In-The-Future wil] 
include staging some special pro- 
motion or showing to help capture 
the college girls’ dollars during 
holiday vacation. 

Footed tumblers holding ice 
cream sodas complete with straws 
and cherries were used by Stix, 
Baer & Fuller’s Westroads store to 
herald the arrival of Vanilla Ice as 
the spring ’59 fashion color for the 
young. The promotion used two 
Easter-outfitted mannequins along 
with several pairs of Vanilla Ice 
pumps, T-straps and strapped pat- 
terns. 

Referring to Easter, there may 
be a growing feeling in St. Louis 
that the day, as such, has “gotten 
too big for its britches” in the shoe 
business. Easter is important, but 
not all-important; some dealers say 
they are aiming their buying plans 
at a continuous, smooth - flowing 
sales picture through spring and 
summer, not one giant push to be 
dropped “like a hot potato” after 
Easter. 


Boston Shoemen Mount 
Winter Clearance Sales 


BOSTON shoe retailing followed 
the usual January pattern—cut 
price sales of winter types com- 
bined with tentative showings of 
early spring colors. 

William Filene’s Sons Company 
marked down glove-leather stepins 
from $8.99 to $5.99. Included were 
a wedge heel pump with moccasin 
forepart in black, brown, taffy, red, 
charcoal, white and bone. Another 
was a Cuban heel style, also with 
moccasin forepart with buckle trim 
and ribbed crepe sole in black, red 

(CONTINUED ON FOLLOWING PAGE) 
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and taffy. 

At the same time, featured in 
their Summer Street windows were 
groupings of pumps and T-straps 
in two shades of pink, in a yellow 
green and a deeper green, for re- 
sort wear in the south and for 
spring wear farther north. 

The Jordan Marsh Company sale 
was confined to one line of dress 
and casual shoes, practically all 
pump types. On these, prices had 
been marked down from $9.95 and 
$13.95 to $7.99 and $9.99. Offered at 
regular prices, and selling well, was 
the store’s well known line of soft 
leather, five-eyelet oxfords in solid 
colors and in combinations. 

Solids, all in crushed kid leather, 
included black, brown, navy, red 
and white. Combinations included 
black, brown, navy and grey suede, 
all with matching calf leather trim. 


San Francisco Volume 
For °58 Said Equal to °57 


THE year 1958 ended with a good 
spurt of business in San Francisco 
that brought the sales totals up in 
most stores to equal or a little bet- 
ter than last year. One downtown 
store reported the largest Christ- 
mas business on record. Others 
were a little more guarded in their 
statements, but if the heavy holiday 
traffic was any indication of sales 
results, then practically everyone 
had a good volume of business. 

Up until the holidays the sales 
totals had been running a little 
behind last year’s records, but this 
was offset by the year-end increases 
in consumer buying. Customers 
were looking for good values, but 
were spending more freely. 

Some shoe merchants started 
their clearance efforts the week 
before Christmas and continued 
them right on into January. The 
plan is to get inventories in good 
shape as quickly as possible and 
then be ready for the spring mer- 
chandise early in the season. 

Heavy shoe advertising by firms 
such as Macy’s has encouraged 
other shoe retailers to increase 
their promotional efforts to meet 
this competition. The indications 
are that there will be heavier ad- 
vertising appropriations made dur- 
ing 1959. There is a general feeling 
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of optimism regarding spring busi- 
ness. With employment at a good 
level in manufacturing and distri- 
bution plants and plans for in- 
creased activity in the building in- 
dustry, the continued rapid growth 
in this area seems assured to con- 
tinue. 

Major promotional efforts during 
January are being divided between 
clearance sales and attracting cus- 
tomers for resort footwear. Casuals 
and dressy models in all price cate- 
gories are being advertised for the 
suntan vacation resorts, while ski 
boots and warm footwear are get- 
ting the play for those interested 
in the snow resorts. 

After one of the driest seasons 
on record the rains finally came 
and gave a boost for demands for 
wet weather footwear. 

Many merchants are planning to 
buy a little heavier this year rather 
than to follow the hand-to-mouth 
policy of last year that kept inven- 
tories at a very low level. 


Clearances Introduced on Heels 
Of Holidays at Milwaukee 


DEALERS lost no time following 
Christmas in preparing for their 
year-end clearances. Light, cau- 
tious ordering prior to the holidays 
helped keep store inventories in 
trim condition. Clearances sched- 
uled all over town are not of the 
desperation stripe based on over- 
loading and light holiday business; 
they are being held largely “be- 
cause the public expects them,” 
says one old-timer. 

Earlier guesses that the year’s 
end volume in most stores would at 
least equal the previous Christmas 
figures held up. Based on prelimi- 
nary reports, it appears that retail 
shoe volume came within a few 
points one way or another of last 
year’s tallies. The downtown sa- 
lons and department stores drew 
the heaviest last minute traffic. 

Boot business, which normally 
provides a large share of Decem- 
ber’s volume came in tardily. A 
number of dealers reported unhap- 
pily that the December cold spell 
arrived too late to stimulate the 
normal interest in boots for both 
the children and adult footwear 
sections. Downtown shops promot- 


ing novelty, high style ladies’ boots 
did manage, however, to rack up 
healthy volume. In summary, the 
weather proved sufficiently cold, 
but the absence of snow and slush 
limited boot sales. 

Salons reported exceptionally 
strong interest in bone lustre finish 
shoes. Packard-Rellin did a stand- 
out job in moving bone numbers in 
green satin and glazed tile hues. 
Silk pumps were exceptionally good 
items for evening wear shoes at the 
T. A. Chapman downtown and Capi- 
tol Court salons. 

Patent leather picked up all over 
town and black calfskin shoes sold 
well. Tremendous interest was dis- 
played in Italian type flats in green 
and gray at the downtown shops. 
In the neighborhoods, classic flat 
skimmers comprised most of the 
casual shoe volume. 

Men’s shoe sales held firm during 
December. Reports indicated that 
layoffs and slack conditions in im- 
portant heavy industry plants here 
as the result of strikes elsewhere 
were hurting factors for some 
neighborhood stores. 

Dark, char browns continued to 
be popular with the male custom- 
ers; sheep lined chukka boots 
proved exceptionally strong. House 
slippers again earned top spot as 
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holiday gift items in the men’s shoe 
departments. 

Children’s shoe sales_ slipped 
slightly, according to reports. For 
Christmas gift giving, the cowboy 
boots and _ velvet-nylon slippers 
ranked high. Saddle shoes for girls, 
particularly the nylon-velvet vari- 
eties and scuff oxfords for younger 
boys accounted for good volume. 

From a style standpoint, ladies’ 
shoe buyers are enthused over the 
prospects of new, fresh V-throat 
silhouettes as the follow up to 
pointed toes and heels for the first 
half of 1959. 


Clearance Sales Attract 
Shoe Shoppers at Chicago 
CLEARANCE sales at Chicago 

will continue through this month. 
Response has been excellent. Many 
merchants reported that retail sales 
the day after Christmas were far 
above those of any other period. 
An interesting note is that custom- 
ers were looking for bargains in 
branded and better priced merchan- 
dise. They were not particularly in- 
terested in the cheaper lines. This 
held for shoes as well as other types 
of soft goods. 

This clearance sale period is ex- 
pected to leave stocks in the best 
situation of several seasons. Many 
retailers ran into shortages in fall 
shoes. Hence, there has been a mini- 
mum of staple and favored styles 
for mark-downs. 

The selling of current merchan- 
dise has naturally been affected by 
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the clearance sales. However, it has 
held up well, particularly in men’s 
and in women’s dress shoes. Patent 
leather has started its climb, al- 
though both suede and calf pumps 
are still selling in good quantity. 
Shoes for southern wear are also 
selling well. 

The outlook is not without its 
problems, however. Price increases 
at the manufacturing level will soon 
force the same at the fitting stool. 
Although price resistance hasn’t 
been a major problem yet, most mer- 
chants believe that the point can’t 
be pushed too far. 

Retail patterns dre changing. 
State street and other downtown 
business associations have made 
major efforts to attract customers 
but the shift of shopping to the 
shopping centers continues. Dis- 
count, self-service, and other types 
of inexpensive shoe retailing con- 
tinue to increase. Shoes are major 
merchandise items in some of the 
large discount operations. There is 
a growing number of such stores 
devoted exclusively to shoes. There 
have been more highway stores 
opened. 

This trend has resulted in open- 
ing of cancellations departments or 
stores by some long established re- 
tailers. It has brought a step-up in 
budget departments both in depart- 
ment stores and in independent shoe 
stores. It has also spurred adoption 


Softness, lightness, and flexibility are effectively merchandised in this ad for 
Naturalizer pumps five ounces in weight featuring super-cushioned sole. Available 


in black, red, blue or briarwood, $13.95. 
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of some form of self-selection type 
of shoe selling, even in high grade 
women’s salons and better men’s 
shoe stores. 


Denver 1958 Volume 
Beat 1957 Total 

WITH a year’s business exceed- 
ing 1957 tucked away in their poc- 
kets, retailers in the mountain 
states area tackled semi-annual 
clearance sales and early spring pro- 
motions with a vengeance in Janu- 
ary. They are satisfied with their 
inventory picture, and they were 
offering what was left on their 
shelves at prices of 10 to 40 per cent 
off regular prices. 

Downtown Denver retailers were 
most happy about the increased busi- 
ness at year’s end in the downtown 
stores ; some downtown shops showed 
higher volume than branches in out- 
lying centers. The shoe retail story 
here was in line with the overall re- 
tail and economic picture in Denver. 

Factors are a steadily rising popu- 
lation, unemployment at 3.4 per 
cent, well below the national 6 per 
cent; the largest new construction 
figures in history; opening of many 
new stores and branches; and as a 
leading downtown shoe retailer said, 
“The faith Denver businessmen have 
shown in the future of this area by 
going ahead with expansion plans.” 

Most retailers were planning to 
open concentrated spring shoe pro- 
motions about January 25, but 
patents, color, lusters and open shoes 
were selling well in late December 
and early January. 

Pumps were leading in sales vol- 
ume in early spring shoes. While 
patents are selling well, they are 
expected to give way this spring to 
color. Already, one store reported a 
lot of sales of April-in-Paris red 
calfskin, new brighter - than - navy 
calf, cool green and flax calfskin, 
as well as lusters in pink and other 
pastel tones. 

Another store reported good busi- 
ness in combination vinyl and col- 
ored leather slippers. High fashion 
shops reported big interest in 
fabrics—shoes using gold yarns 
with pale tones and brilliant colors 
in blends and mixtures of silks, some 
linens for resort wear and bright 

(CONTINUED ON PAGE 88) 
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Manufacturing News 





St. Louis 


Worp of a high level of business activity continues to 
come out of St. Louis. In retrospect, shoe producers feel 
that the year 1958 was one of economic adjustment. With 
harried beginnings, each flip of the calendar saw business 
move upward steadily if not sharply. 

At present, St. Louis producers are still reporting good 
activity at the factory level. Fill-ins and reorders, added 
to the shipments scheduled for January delivery, are keep- 
ing plants humming a full work week, with overtime noted 
widely. 

The prospect of price increases continues to loom 
strong. Although manufacturers say that production figures 
are up 15 to 40 per cent, profits are “floating quietly in 
tle middle of the stream, trying to decide whether to sink 
or swim.” 

Along with making and shipping spring pairs, manufac- 
turers are laying plans for the St. Louis Shoe Show in April, 
which for the first time will include displays from firms 
outside the local area. A dozen or more of these compa- 
nies have already taken space and additional applications 
are being filed every week. The out-of-town branded lines, 
added to St. Louis’ own long list, should afford visiting 
retailers a definitely enlarged picture of the fall 1959 shoe 
styles. Ample display space has been made available for 
this open show. 

The Shoe Fashion Board of St. Louis has received a 
large number of requests for copies of its Spring-Summer 
59 shoe forecast booklet from all over the world. Pre- 
pared by the Board for distribution at the National Shoe 
Fair, the booklet was also available by mail. Leather and 
shoe men from England, Canada, Ireland and Australia 
have asked for copies, including one request from Maitland, 
South Africa. The Model Tanning and Footwear Centre 
at Gujranwala, West Pakistan, in its booklet-request letter, 
stated that the copies will be placed in the Centre’s li- 
brary, where they will be “very helpful.” The Shoe Fash- 
ion Board is sponsored by the St. Louis Shoe Manufacturers 
Association. 


Los Angeles 


Loca. manufacturers feel a banner year is ahead; there 
is much confidence among those looking to the future. 

No appreciable snow has fallen yet even in the mountain 
resorts and Sierra elevations of over 11,000 are still clear 
of the white stuff. Resort and ski tog sales, including ski 
and after-ski boots, are understandably slow. 

There is much discussion in local manufacturing circles 
as to what the extremely early Easter will bring. Regular 
procedure sees spring shoes flipped out immediately after 
Easter Sunday and full emphasis being put on summer 
lines. 

This is not going to occur this year, some of the smarties 
say, because no matter what the calendar proclaims the 
feel of spring won’t be in the air until late April. Added 
to this is our—so far—unusually warm winter. We don’t 
like to sound like a weather report, but in any intelligent 
discussion of buying trends it is unavoidable. We may be 
having an unseasonably mild winter and in that case the 
transition could be from summer to spring to summer 
stylings, with the result that in-stock houses caught with a 
big supply of dark pumps would have to eat ’em. 

Of the winter styles selling, dark pumps have of course 
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been way out in front. Joseph’s has a springolator ver- 
sion, open toed and with sling back, dark blue or black 
suede uppers trimmed with narrow bands of vinyl, that 
has been very active for them. H. C. Godwin has a black 
patent pump, very conservative and closed-up, trimmed 
with a large black-patent bow that has done very well in 
winter selling. 

While stylings and colors have been conservative, deco- 
ration has not. Re-orders coming in call for bright buckles, 
bows, light touches of perfs and trims. Vinyl remains a 
basic material, seen both by itself and as trim for prac- 
tically every other material commonly used. Decorated 
heels are again gaining strength and while they don’t 
enjoy the prominence of a couple of seasons ago, they 
are being ordered in increasing numbers on evening and 
dress-up shoes. 


Chicago 


THE wholesale producing and selling segment of the 
Chicago shoe market has one major project right now. 
Every effort is directed toward getting enough shoes to the 
retailers in time for maximum sales in the pre-Easter 
period. Most production schedules are operating at top 
capacity right now, yet deliveries remain a problem for 
both retailers and manufacturers. 

Good response to clearance sales has cut many inven- 
tories to the lowest level in some seasons. This has en- 
couraged many retailers to step-up previous commitments. 
However, many delivery dates are being cut further and 
further back, as production problems increase. 

The “second spring” promotional possibilties have 
caught on with a good share of the trade. This has meant 
increased orders for some regular spring shoes, as well as 
for the lighter colors and more opened up patterns. With 
all orders now in, black remains in top demand. However, 
the demand for black has slackened somewhat, with in- 
creased interest in the new lighter navies, some greens and 
red. Orders for the second spring are heavily concentrated 
on the beige family, some of the promotional pastel and 
bright shades, and a reasonable confidence in white. Pumps 
were unquestionable leaders in the primary orders, but 
follow-ups and second batch commitments call for increas- 
ing numbers of opened up types. These are concentrated 
in the closed toe, open back and a wide variety of strap 
patterns. 

Instock houses and wholesalers have been particularly 
busy during the past month. They felt the impact of the 
Christmas rush. They are now doing particularly well in 
“at-once” shoes: the late winter patents, calf, and suede 
dress and staple patterns. Mail orders, which customarily 
fall off this time of the year, have held up. They are, in 
fact, well ahead of a year ago. Many salesmen, who 
normally find this a slack time, have had numerous calls 
both for fill-ins and for samplings of new merchandise. 


New York State 


UpsTAaTE New York shoe manufacturers believe con- 
structive factors will continue to dominate the thinking of 
the industry during the months ahead. Most companies ex- 
perienced a genuine upturn in late 1958 and are more 
impressed by the favorable aspects of the immediate future 
than by the obstacles which made the past year a tough 
one. 
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What's in a Shoe 
and How to Sell It 


(CONTINUED FROM PAGE 49) 


The younger the animal the smaller 
the skin. The smallest of the bovine 
skins is the calfskin, which weighs up 
to 16 pounds. Beyond this weight the 
animal has grown to a size where 
its skin is classified as a kipskin, 
which weighs between 16 and 25 
pounds, And any bovine skin (it’s 
now called a hide) above 25 pounds is 
a cattlehide. 

Calfskin comes from the skin of a 
young calf; kipskin from a size of 
animal] between calf and cattle—that 
is, a large calf or small cattle; and 
side leather (because the hide is split 
down the middle or spine into two 
“sides” ) comes from cattlehides. 

Veal is a name sometimes associ- 
ated with calfskin. It’s made from 
slightly older calves whose skin mea- 
sures nearly the size of kipskins. It 
usually applies to certain classifica- 
tions of calves which are slaughtered 
for their veal. 


Types of Calfskin 

Calfskin is far more than a luxury- 
smooth leather. That’s only one of 
its forms or textures. Calfskin has 
many beautiful faces. Here are some 
of the distinctive types of calfskin: 
Smooth, boarded, suede, reversed, 
embossed, waxed, box, Russia, patent, 
metallic, shrunken, crushed, pebbled. 
These can be given a variety of fin- 
ishes, from a dull mat to a natural 
grain to a pearlized lustre. 

These calfskin leathers are used 
mostly in better grade men’s and 
women’s shoes, with some used for 
linings in higher grade men’s shoes, 
and a few in fine children’s shoes. 
Calfskin is also one of the most 
popular leathers for women’s quality 
handbags. 

Between 35 and 42 per cent of all 
calf leather for shoes goes into men’s 
shoes, and from 58 to 65 per cent 
goes into women’s shoes. The latter 
includes a very small percentage go- 
ing into some fine children’s shoes. 

Calfskin comes in different 
“weights.” There are women’s 
weights and men’s weights, the lat- 
ter being heavier skins. Men’s 
weights range from 234 ounces to 
five ounces, and women’s weights 
from 114 ounces to 2% ounces. In de- 
scribing leather, ounces are actually 
a measure of thickness. One ounce 
equals 1/64th of an inch. 
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Now, briefly, let’s look at each of 
these various calfskin textures. 

SMOOTH FINISH: Smooth calf 
may come in a dull, semi-bright or 
bright finish. It has a beautifully re- 
fined grain. Tiny fat wrinkles (most 
pronounced in the healthiest calves) 
often appear on full-grain calfskin, 
and are especially noticeable in 
smooth finished leather. These dis- 
tinctive fat wrinkles contribute to 
the soft, “plump” feel of luxury 
calfskin. 

SUEDE FINISH: Calf suede, 
more durable than most suede leath- 
ers, has a soft, velvety nap, is peren- 
nially popular in women’s quality 
shoes. It is an exquisite leather in 
black, white or colors. There are also 
some buffed grain calfskins with the 
close napped effect of buckskin. 

BOARDED GRAIN: A boarded 
leather is one on which a “false” 
grain pattern has been produced by 
folding in the grain of the skin and 
working the leather back and forth. 
This creates a fine line creased into 
the grain, which may be varied by 
boarding the skin in more than one 
direction. Though boarding may be 
done by machine or hand, more hand- 
boarding is done with calfskin to in- 
sure the fine crafted effect. The 
boarding enhances the natural soft- 
ness and suppleness of calfskin. 

BOX CALF: Originally it was a 
name for a chrome-tanned calf 
leather, then became known as a 
leather with a boarded grain. It 
means calf leather that has been 
boarded so that the fine creases run 
both from side to side and head to 
tail. 

CRUSHED GRAIN: In calfskin, 
this was first used for handbags, 
then became popular in shoes. It 
is leather treated to give a boarded 
grain effect, usually done with lighter 
weight calfskins. The skins are 
swollen with weak acids before tan- 
ning. The bottom fibers of the skin 
swell, but the top fibers do not. The 
result of this shrinking process is 
a pebble-like grain resembling a 
coarse, hand-boarded leather. Va- 
rious desired degrees of the crushed- 


The author wishes to acknowledge 
the help of the following companies 
in the preparation of this article: 
A. C. Lawrence Leather Co.; Herman 
Loewenstein, Inc.; Barrett & Co., 
Inc.; A. F. Gallun & Sons Corp.; The 
Ohio Leather Co.; and B. D. Eisen- 
drath Co. Men’s shoe photos courtesy 
A. C. Lawrence Leather Co. 





grain surface effect can be obtained. 
This leather has become very popu- 
lar in shoes, and gives a unique tex- 
ture to the calfskin which has been 
shrunken to its own natural lines 
and at the same time remains soft 
and supple. 

SHRUNKEN GRAIN: The same 
as, or similar to, crushed grain. 

EMBOSSED GRAIN: Calfskin is 
often embossed or “printed” to sim- 
ulate other leather grains or unique 
grains. This is done by machine and 
embossing plates applied with great 
pressure on the leather. Alligator 
and snakeskin are two common pat- 
terns embossed on calfskin—and it 
takes a real expert to tell the dif- 
ference from the original. Embos- 
sed alligator, for example is used 
as a less costly substitute for genuine 
alligator. Other grains such as peb- 
bled, Scotch, boarded, etc., are some- 
times embossed on calfskin. 

WAXED CALF: Also known as 
French calf. It’s made by finishing 
the leather on the flesh side. (op- 
posite to the grain or top side) with 
a seasoning containing waxes. It’s 
not commonly used today, though 
at one time was very popular for 
shoe uppers. 

REVERSED CALF: Finished on 
the flesh side and usually treated 
with oil to increase water resistance. 
The flesh side is slightly buffed, 
though not finished with a fine suede 
nap. It’s used in shoe uppers with 
the flesh side outward, is seen 
usually in sport-type shoes. 

PEBBLED GRAIN: One of the 
common embossed calfskin grains. 
It may range from a very fine 
stipled effect to a heavy Scotch peb- 
bled grain. 

RUSSIA CALF: Originally a calf- 
skin shoe leather of Russian origin, 
vegetable-tanned and treated with 
birch oil to give it a distinctive 
odor. The name now applies to va- 
rious types of shoe leathers. 

PATENT CALF: A patent leather 
surface applied to calfskin to make 
a highgrade patent leather. Seldom 
used now. 

METALLIC CALF: Introduced 
about 20 years ago, it is a metal- 
lic-like surface finish, such as bronze 
or copper, given to calfskin. Seldom 
used now. 

UNBORN OR BABY CALF: The 
fine skin of an unborn, prematurely 
born or baby calf with the hair 
left on. An interesting and colorful 

(CONTINUED ON PAGE 82) 
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Babies haven’t changed... 
but mother has 


The modern mother wants all the benefits of the 
latest advances in child care ... and the latest in 
fashion, too. Baby Deer Shoes give her both. She’s 
already sold on Baby Deer crib and soft-sole 
shoes ... and ready for famous Baby Deer 
Trainers, Cameos and Walkers. 
Bring her into your store 
... Start a long-lasting, 
profitable relationship now 
with Baby Deer Shoes. 


4600 BASIC TRAINER for learning to stand and 
walk. The logical ‘‘first shoe’’ to start more pre- 


sold mother customers buying from you. 

















WRITE FOR 
NEW BABY DEER SHOE CATALOG TODAY! 
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Profile: H. O. Toor 
(CONTINUED FROM PAGE 38) 


superintendent of all factories and 
Joe Miller, general production man- 
ager ...and you have the nucleus of 
the administrative personnel that 
works closely and cooperatively with 
the rest of the 1200 employees. The 
company has an excellent record of 
employe longevity ... many of them 
have been with the organization for 
twenty and more years. This all 
means that now Hal Toor can devote 
more of his time to selling and man- 
agement. 

A career in shoes was about the 
last thing that H. O. Toor sought. 
Back in 1918, when he was studying 
chemical engineering at the Univer- 
sity of California, his only contact 
with shoes was as a Saturday extra. 
It was a simple matter of economic 
necessity. He needed the money! It 
was for that same reason, when he 
got out of college and the opportu- 
nity presented itself, that he went to 
work for the Brown Shoe Company, 
as their sales representative in 
northern California. Later, he be- 
came manager of the Chicago divi- 
sion. 


His first entry into the shoe manu- 
facturing business on his own was 
when he bought the Jackson Shoe 
Company of New York, makers of 
children’s shoes. In 1934, he merged 
with H. Jacob & Sons of Brooklyn 

. . one of the largest stitchdown 
manufacturers in the world . . . 30,- 
000 pairs per day. He was with H. 
Jacob & Sons as vice-president until 
1943. Then, when Moe Jacobs died, 
he bought his interest and took over 
the entire company. 

In January 1959, the name of the 
company was changed from H. Jacob 
& Sons to the H. O. Toor Shoe Corp., 
with separate divisions for H. Jacob 
& Sons and Fein & Glass. 

Hal Toor has served the shoe in- 
dustry long and well . .. as vice- 
president of the National Shoe Man- 
ufacturers Association and member 
of their board for the past 25 years 

. N.R.A., Shoe Code Authority, 
War Production Board, Office of 
Price Stabilization . . . just to name 
a few. He was also president of the 
National Shoe Foundation for Dis- 
abled Feet. 

Speaking of foundations, some ten 
years ago, he established the H. O. 
Toor Foundation, Inc., a personal 


foundation devoted to furthering 
worthwhile charities as well as allo- 
cating funds for educational pur- 
poses. 

One of Hal Toor’s favorite pur- 
suits is developing people. He is 
strong in his contention that the 
shoe industry must find ways and 
means of inducing young men and 
women of ability to come into the 
shoe industry. As he says: “Sure, 
shoe manufacturing represents hard 
work; but the rewarding thing about 
it is ... it is a more stable and con- 
servative business than a lot of 
others. By the same token, there are 
countless opportunities for young 
people if they want to work. 

“Take the children’s shoe business, 
for example. I think it is a very 
vital part of the shoe industry... 
with immeasurable opportunities. 
With the increase of style interest 
that has taken place in the past few 
years, it is a much more interesting 
business than it used to be. Right 
now, we can feel the rise .. . and it 
is fascinating to watch the growth 
of the business . . . especially the 
way the age groups are moving 
along; the awareness of style as the 
babies grow and all the other phases 





FOR EARLY SPRING SELLING 
BOYS Secial Feature SHOES 


@ Perforated one-piece leather quarter linings. 
@ Built-in leather Arch Protectors 


Write tor your copy of our latest 


in-stock re-order catalog — just out! 


2806 
3806 


7881—Grey buck, 3-eyelet tie, black 
crepe rubber soles. 
8-12 $3.10 
12%-4.. 3.60 
6881—White buck, red crepe rubber 
soles. Same as 7881. 
§881—Dirty buck, red rubber soles. 
Same as 7881. 
3881—White buck, black crepe rubber 
soles. Same as 7881. 


Budget Priced wetair PROFITABLY AT #575 TO #675 


STEP MASTER SHOES, INC., GREENUP, ILLINOIS 


2806—Biack grained leather, B. F. 
Goodrich soles. 
844-12 


12%-4.. 
3806—Biack grained leather, black 
crepe rubber soles, same as No. 2806. 
> 2a : eae * 
B,C, D.. . 3.60 


2809—Black, grained leather plug, 
B. F. Goodrich soles. 

4? ee Se 
B,C, D.... Rs ceca ee 


.. 12% -4.. 4808—Brown, same as No. 2809. 
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that evolve with the passing of each 
year. 

“The big change in the chil- 
dren’s shoe business occurred when 
we went from staples to style. 
Youngsters have indicated a strong 
preference for the same patterns and 
styles as the adults’... the tapered, 
elongated, pointed look. We, in turn, 
have had to meet these style changes 

. and we have... with new lasts; 
new wood that allows ample room 
for the childrens’ toes without 
taking anything away from the fit.” 

Hal Toor is an avid reader . 
especially prefers the challenge of 
serious, profound, stirring themes. 
He has a respect and appreciation 
for the written word and will proud- 
ly tell you of his sister, Frances 
Toor, who had written “A Treasury 
of Mexican Folkways,” “Three 
Worlds of Peru,” “Made in Italy” 
and “Frances Toor’s Guide Book to 
Mexico.” The emphasis on the Mexi- 
can theme derives from the fact that 
up to the time of her death, two 
years ago, Frances Toor had devoted 
herself to Mexico and its people. She 
had been connected with the Univer- 
sity of Mexico for twenty-five years 
and was awarded the Aztec Eagle 


... comparable to the Congressional 
Medal . . . by the Mexican Govern- 
ment for her work down there. 

Traveling is another one of Hal 
Toor’s hobbies. Despite all the busi- 
ness trips he makes .. . visiting the 
five factories frequently, on the road 
—selling ... he goes off on a bus- 
man’s holiday . . . likes to travel to 
far distant places. Some time in the 
early spring, there is a trip to Japan 
scheduled . . . to take a look at the 
footwear and rubber industry there 
and find out “‘what’s cooking.” 

His wholehearted feeling for the 
shoe inlustry extends even into his 
social life and activities. Most of his 
friends are also in the shoe busi- 
ness. As he says: “While there may 
be other industries that are far more 
lucrative, my work in the shoe busi- 
ness has been rewarding. If you can 
get that much satisfaction out of it, 
what else can you expect in life?” 
Mrs. Toor feels exactly the same way 
about it . .. the compatability stem- 
ming from an understanding of the 
“language of shoes.” 

They have two daughters—Susie, 
who is married and has two children 
of her own; and Joanne, who is in 
P.R. (public relations) . .. does a 


good bit of writing and traveling on 
her own. © @ @ 


Baker Reporting 
from Washington 

(CONTINUED FROM PAGE 56) 
could send the total skyrocketing in 
today’s buy-now-pay-later economy. 

Washington economic planners 
are genuinely alarmed over the 
publie’s acceptance of inflation. 
The reason: Once it dawns on the 
vast majority that inflation is here 
to stay, rising costs and rising 
prices tend to encourage one an- 
other much faster. 

Up to now, inflation has been re- 
warding a relatively small handful 
of those who take quick profits in 
rising markets such as stocks and 
real estate. A majority of the na- 
tion has never really understood— 
up to now—that both national po- 
litical parties have been encourag- 
ing inflation as permanent policy. 
But now a general understanding 
cf this policy is beginning to 
spread, and the experts are worried. 

Once the public gets the idea that 
inflation is a built-in feature of 
the U. S. economy, there’s real 
trouble ahead. ® @ @ 





FOR EARLY SPRING SELLING 
GIRLS Gouwells 


so0-0-0 light and flexible... 
outstanding values 


unlined 
... super fitters... 


Write tor your copy of our latest 
in-stock re-order catalog — just out! 


- 
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2626—Biack penny loafer, NEOLITE 
soles. 
ee 1244-4 


4626—Brown, same as No. 2626. 


Sudget Priced nerait PROFITABLY AT #575 1° 


STEP MASTER SHOES, 


RECO. 


B,C,D 
B, CD. 


Black nylon velvet, black and 
ayy _— Crepe soles. 


eae 


§603—-Smooth grey 
Strata- eae soles, same as No. 2603. 


INC., GREENUP, 


3627 
4627 
5627 
6627 


3627—-Biack and white saddle, white 
NEOLITE soles. 
844-12. $3.10 


B,C, D 
B,C, D 12%-4.. 3.60 


4627—Brown and white saddle, same 
as No. 3627. 


5627—Smoke and tan saddle, red 
rubber soles. 
548... 


B,C, D 
B,C, D 84-12.. 
A, B,C, D.....1244-4 

6627—All white saddie, white NEOLITE 
60 soles, same as No. 5627. 


#5975 


ILLINOIS 


$3.10 
. 3.60 


leather, rey 


67 





' ae yaderstatemens/ 
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Sales Are Steady 
When You Feature 


BASS 


WEEJUNS* 


a genius or 
understatement... 


\ 






" 


ao a 


aif Chat take 


WEEIUNS* with a polished 
u everywhere Witt 


case Wh 


Squared, tapered, or class: 


G.H.BASS4CO..172 MAIN ST., WILTON, MAINE 
This advertisement appears in 


SPORTS ILLUSTRATED 
February 9, 1959 


On newsstand February 6 


Originators of Weejuns* 


*T. M. Reg. 


G. H. BASS & CO., Dept. BS-1, Wilton, Maine + 614 Marbridge Bidg., N. Y. C. 1, N. Y. 
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Travel Is for Everyone 
(CONTINUED FROM PAGE 41) 


bility in a small space are the first requisites. Fortunately, 
shoe manufacturers have been making so many light, soft 
shoes that you can easily pick styles from your stock 
shelves that fill both requirements and can be of all types 
from sports to very dressy. What else does a woman need 
for a plane trip? If the trip is of any length, she should 
have a pair of very soft, light shoes, preferably with very 
flat or no heels. These are to carry in her plane satchel or 
large handbag and to slip on when she is once comfortably 
settled in her seat. 

Actually, the same kind of sitting shoes would be equally 
practical for anyone going a long distance on a bus or a 
train. For boat travel, we should suggest something a 
little sturdier so that it will be possible to take a few 
turns around the deck or join a deck game without having 
to change shoes. And shipboard, of course, also offers the 
opportunity to wear pretty shoes for late afternoon and 
evening. These same shoes will serve the traveler by Jand 
or air when she reaches her destination. 

There are two kinds of travelers: the ones who go to a 
rew place and live there for a greater or less time as though 
they were living at home. For them, the same kinds of 
shoes serve as when they are in their own home town. But 
then there are also the active sightseers. They need walk- 
ing shoes and of two types. I have found that nothing takes 
the place of thick rubber soles for cobblestoned streets and 
hard museum floors. For comfortable, less rugged styles, 
a pair of low to medium heel walking shoes should be 
included in the traveler’s wardrobe. In addition to these 
considerations, there are the special problems of climate 
and environment—city, country, mountains, lake or sea— 
or perhaps all of them during an extended trip. © @ ® 


Editorial 
(CONTINUED FROM PAGE 35) 


These words are as true today as they were in 1935. 
Twenty-five years have seen many changes come to the 
industry. Today we are a more homogeneous group and 
one that is fully capable of the united action necessary to 
stop shoe labeling. But the voice of the retailer continues 
to be the strongest voice in the industry. It must be used! 
Not only will it be heard more clearly by Congress, but 
it carries more weight with consumers in whose _ behalf 
the legislation is being solicited. Strangely enough thus 
far, consumers have shown little evidence of dissatisfaction 
with the values they receive in shoes. No merchant should 
miss an opportunity to tell and sell them in these remark- 
able values. © @ @ 

When the Israelites made their famous Biblical migra- 
tion from Egypt under the leadership of Moses, Egyptian 
shoemakers fashioning footwear with tools that 
haven't differed very much from those ancient days up until 
the introduction of shoe machinery. We know this because 
of a painting which was executed at about this time on 
the walls of a Theban temple, and clearly illustrates the 
way in which shoes were made: 

One shoemaker is shown piercing a leather strip with 
his awl. 

Another is seen sewing on a shoe, and fastening a sec- 
tion with his teeth. 

The tools shown include a scraper, a chisel-like knife, 
and a curved awl, and up until 1860 A.D. the same tools 
have been used. It’s true that accessories have been added, 
but these have all been of a simple nature, such as a last, 
a hammer, a lapstone, a pincer, bees wax, and rubbing 
sticks, for smoothing rough edges. 


were 
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LAYS FLAT WILL NOT CRACK 


RETAIN HANDSOME, 
PERFECTLY COLOR MATCHED CUTS WITH CLEAN EDGE HEALTHY APPEARANCE 


No other material has all these special Resproid 1000 For vamps, strap, quarter and 
socklinings specify: 


advantages. Resproid 1000 keeps shoes new looking 
Resproid 


longer... guarantees repeat sales. Make more... sell Resproid 1000 
s : Reskraf 300 
more... specify Resproid 1000 when you buy! Reskraf 400 


Reskraf 100 
Respron 


Durakalf 
Tuflex 
Jamal 
C0 GENERAL 
DIVISION PLASTICS 


THE GENERAL TIRE & RUBBER COMPANY + CRANSTON 10, R. I. & maar Sampeny 
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Reasons Why 

J. W. Carter 

Offers You America’s 
Most Profitable Shoe Line 


For Men and Boys 


i « THE BROADWAY LINE 


Goodyear Welt Dress Shoes 
styled to appeal, priced to 
sell in volume, and offered 
on unusually attractive terms. 












2. KANGAROO AND 
KIDSKIN SHOES 


Thousands of men are so 
sold on the comfort of 
Carter Kangaroo and Kidskin 
Shoes they will wear 
no others 


a 


SERVICE AND 
WORK SHOES 
A full line of work shoes, 
built to last and priced to 
move fast, a real volume 
builder for any merchant. 





4. carTER BOOTS 


A fast moving line of boots 
for these extra sales and 
extra profits. Priced for 
maximum volume. 


If you want to get the lion's share of the men’s and boys’ shoe 
business in your area, the J. W. Carter line is the only line for 
you. For full details, see the Carter man in your territory or 
contact the factory today! 


J. W. CARTER COMPANY 


NASHVILLE 1, TENNESSEE 
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Manufacturing News 
(CONTINUED FROM PAGE 63) 

Fairly typical is the comment of a firm making women’s 
medium price shoes. A merchandising executive of this 
company sees “every evidence that stores are neither over- 
stocked nor starving stocks. Orders would indicate they 
are anticipating improved spring business.” 

Unusually severe winter weather in December is said to 
have both helped and hurt retail business. On the whole, 
retailers think the old adage is true that a little snow and 
cold before Christmas is worth much more than blizzards 
afterwards. 

Rochester business was at a brisker pace than in Buffalo 
cr Binghamton. A Rochester economist predicts ihe busi- 
ness upswing will continue into the second half of 1959, 
and will not be inflationary. 

Style preferences of shoe retailers have become fairly 
clear following the shoe shows. In women’s lines there is 
gieat interest in soft, light. flexible constructions. As 
expected, pumps are the most important type for spring, 
and bow pumps by far the best in that field. 

Modified taper and tapered wall toe shoes are selling in 
volume. Some firms find about 20 per cent of volume is in 
needle toes. Patent, also smooth calf and nylon mesh are 
selling big. 

Best colors are black, blue, bone and red. However, 
white is said to be very strong for late spring and summer. 
Most important heel height is 18/8, but there is steadily 
increasing volume in 12/8 and 14/8 heels. 

Manufacturers are inclined to ignore recent union 
charges that shoe quality is on the downgrade and that 
novelty and flashy styles are being turned out to sell an 
inferior product. Factory spokesmen feel there is little 
basis for the indictment. 


New Elegant Style 
SS ESS . 
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The Johnston & Murphy shoe above achieves a high degree 

of classic simplicity. Closure for the envelope strap is 

provided by the new hook and loop fastener, “Velcro,” 

which does the work of buckles or laces. The appeal of 

this elegant styling is enhanced by the plain toe and 
grained leather. 


* 








Instead of stitching shoes, or nailing them, wooden pegs 
were used as fastenings in 1772 by American shoemakers. 
They were cut from hard maple, and were popular because 
they were easy to attach and inexpensive to whittle. Some 
shoes required only three pegs to the inch. Others were 
made with as many as eight pegs in the inch. 
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A salute to the 
American Look in 


AMERICAN LEATHERS 
for Autumn and Winter 1959 
will be officially exhibited 


FEB. 17th & 18th 


WALDORF-ASTORIA 
NEW YORK CITY 


TANNERS'’ COUNCIL of AMERICA, INC. 411 Fifth Ave. New York 16, WN. Y. 
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New Trends in 
Shoe Constructions 
(CONTINUED FROM PAGE 45) 
ments machines, thus 
creating new methods of shoemaking. 
The 


present, to a good extent, 


on existing 
t 


American shoe industry at 
is influenced 
Italian 
shoe This 
fact should tend to make us look defi- 


nitely to Europe in predicting new 


by European and especially 


constructions and_ styles. 


developments in shoe machinery or 
shoe constructions for the next three 


years. 


In constructions, we most likely will 
follow the trend of lighter footwear, 
as illustrated by Italian types. This 
should mean less weight in uppers and 
bottoms. It should 
mented shoes. Goodyears, stitchdowns, 


mean more ce- 
littleways—these will experience a de- 
cline. 
have to sacrifice an additional share 


These latter constructions will 


to the steadily increasing production 


of vuleanized shoes. Vulcanized shoes 
with leather uppers will come in much 


stronger. However, plastic or injection 


only a 


molded footwear may have 





| 
: 


for ’59! 
in every pair .. . at prices that spell out added volume. Selections that 
reflect filty years of Converse experience in producing 


WAIT FOR THE CONVERSE MAN... 
He has what's worth waiting for in his 1959 
sample case of Canvos, Casuals and Coolettes. 


CONVERSE RUBBER COMPANY wacoen 42, massacuuserrs 
Chicago Branch: 2000 Mannheim Road, Melrose Park, Ill. 


100 Freeway Blvd., So. San Francisco « 


241 Church St., New York 13, N. Y. 








short span of life, as a novelty item 
for beach wear and similar uses, but 
can hardly be expected to find ac- 
ceptance as street footwear. 

Many 
in use now will become obsolete in the 
While we will not have 
there will be more auto- 


of the heavy shoe machines 


near future. 
automation, 
matic, hydraulic and electronic equip- 
ment. Main improvements can and will 
be made on lasting equipment. More 
automatic-hydraulic pulling-over and 
toe-lasting machines will be in use for 
cemented shoes, and similar machines 
for cement-lasting on Goodyear and 
stitchdown constructions. Similar ma- 
chines will be seen for cement heel 
seat lasting; possibly we may have 
automatic forepart and heel seat last- 
ing combined. 

Die-cutting will change considerably 
to hydraulic and automatic machines. 
New mechanical clicking machines are 
already hard to sell, with prospective 
buyers asking for hydraulic machines. 
The 


Germany, earlier this year provided a 


machinery show at Pirmasens, 
good picture of what can be expected 


in automatic die-cutting. 


Toward More Molding 


by GORDON COOPER 
Sales Manager 
International Vulcanizing Corp. 

We are all aware of the recent in- 
troduction of the external 
process of direct sole-molding and vul- 
canizing of all types of footwear. Dur- 
will 


pressure 


ing the next three we 


realize that this process will not only 


years 


dominate the entire men’s work shoe 
field, but will also make considerable 
inroads into the and youths’ 
dress shoe field. 

Women’s volume-type 
footwear will show continued growth, 


boys’ 
vulcanized 


with many factories converting or or- 
(CONTINUED ON PAGE 76) 
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All across America, the big switch is to Blue Star 
children’s shoes . . . growing fastest because they 


deliver more in style leadership, quality construction 


and natural fit... at sensible prices. COMPARE! 


IN STOCK) 

SAME DAY SERVICE Z.yMEp. 
sconce D 
CAEN) 


BLUE BONNET SHOE COMPANY, MANUFACTURERS, 5 FRANKLIN STREET, LAWRENCE, MASS. 
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i\ Why 
= NEW YORK = 


sey 


OF REGISTER ROLLS TO GIVE CHANGE TOALL 
THE MEN WHO KNOW ABOUT MOC-ABOUTS ! 


THATS WHAT IT WOULD TAKE TO SELL ALL THE 
11,000,000 MEN MOCABOUTS SELLS FOR YOU 

‘ROUND THE CALENDAR. THROUGH ONE OF THE BIGGEST 
NATIONAL PROMOTIONS IN THE FIELD, MOC-ABOUTS 








RUNS A NEW AD EVERY MONTH. -.1N  ingotediles | 
ESQUIRE, ARGOSY, TRUE AND PLAYBOY. NTR 
AND THAT MEANS 4 OUT OF EVERY 6 “M0 EAL 2 ¢ 


MEN IN YOUR TOWN HAVE THE MOC-ABOUTS ~ —_ 
STORY BROUGHT STRAIGHT TO THEIR &, 

| DOORS -INORDER TO BRINGEM STRAIGHT 
| To Your store! 

























TRE GREAT KING TUT OF EGYPT WORE 
SANDALS OF LEATHER AND METAL , EMBOSSED 
WITH FIGURES OF EGYPTIAN GODS AND 


_ SAID THE SCENES OF THE NILE RIVER BUT FOR HIS 
INTED OE" “SUNDAY BEST” HE WORE A PAIR OF SANDALS 
WAS A NEW STYLE? HAMMERED FROM PURE SHEET GOLD. 


THERE'S GOLD IN THEM THAR MOC-ABOUTS, 
ACTUALLY IT DATES BACK TO THE [47 TOO-ASK ANY /AAN WHO CARRIES'EM! 
CENTURY, WHEN THE LENGTHS OF 
POINTED TOES WERE DECREED BY KING 
PHILLIP OF FRANCE, ACCORDING TO 
SOCIAL POSITION. 




















YOU CAN LOOK H | GH AND WIDE 


- BUT YOU WONT FIND AN ALL LEATHER CASUAL THAT LL DO 
AS HANDSOMELY THIS SPRING AS THE “ANGELO” BY MOC-ABOUTS, 
IN CONJUNCTION WITH THE BIG LEATHER INDUSTRIES 
OF AMERICA PROMOTION, WE'RE FEATURING IT IN THE 
MARCH PLAYBOY MAGAZINE, BE SURE YOU HAVE IT WHEN 
THE ISSUE HITS THE STANDS. 


Moc-Abouts $5.95-$8.95 WOULD YOU BELIEVE IT? NASHUA FOOTWEAR CORP., 250 CANAL ST., LAWRENCE, MASS. 
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Now You Can Get 26 Weeks 
of News Like This for 


only *267 








Here’s your opportunity to try the news magazine 
which 1,000,000 readers are finding so useful 


NOW YOU CAN GET U. S. NEWS & WORLD REPORT for about 
ten cents an issue. 


You can get all the news you look for in a news 
magazine — plus the"extras" which make this magazine the 
most quoted, most useful news publication in America, 


This special offer will give you an opportunity to 
see how U. S. NEWS & WORLD REPORT keeps its more than 
1,000,000 readers up-to-the-minute on the news of what's 
happening, and at the same time enriches their thinking, 
planning, and conversation. 


If you do not decide that it can do the same for you, 
this trial will cost you nothing. 


U. S. NEWS & WORLD REPORT has become the nation's 
fastest growing news magazine. Why? What's so different 
about it? 


Perhaps it's because the editors not only report 
everything you expect to find in a news magazine, but they 
go further and seek to answer the questions raised in your 
mind: “What does the news mean tome? My work? My family? 
What caused it? Where is it leading?" 

Here is a new dimension of news reporting, combining 


breadth of coverage with unusual depth of exploration 
and understanding. Here are just a few of the subjects in 








. Political Hopefuls for the 1960 Presidential Race 

. Latest Rules for Calling Military Reservists 

. How Well Prepared for War Is the U.S.? 

. Khrushchev's Game in East Germany 

. The Big Increase in Federal Spending...Who's Responsible? 
. Stock Vs. Bond Yields: How They Now Compare 

. How Well Are the '59 Cars Selling? 

. Where to Get the Most for the Dollars You Spend 

. Polluted Air in Our Cities: A Cause of Cancer, Heart Disease? 
. If You're Planning to Borrow Money -- 

. What Husbands & Wives Should Know About Family Finances 

. Today's War: How Reds Stir Trouble in 72 Countries 

. Best Job Opportunities for College Graduates 


Every issue of U. S. NEWS & WORLD REPORT brings you 
news like this -- news you can use, news you didn't know 
and can't get anywhere else. Interviews with famous 
news-makers in the fields of politics, government, foreign 
affairs, labor, science, industry, health. Not one, but 
five newsletters (which many subscribers consider to be 
alone worth more than the magazine's cost). Special reports 
based on weeks or months of study by experts. Historic 
speeches, press conferences, and other important documents 
of our time printed in full. Many picture-charts and other 
visual techniques for summarizing valuable facts quickly. 








You get nearly twice as many pages of news as in other 
news magazines. And it's all "meat" -- all important, 










































which readers have been briefed in recent weeks: essential, information that is of usable value to anyone 
occupying your position in life. 
. ‘'s Ahead for Business Now 
- pot ano on Your '58 Taxes Why not try it? This special (about 10¢ per issue) 
3. What Experts Say About Investing in Today's Market offer will enable you to discover how much this new kind of 
4. Encouraging News for Heart Patients magazine can help you in your daily business and personal 
5. What the New Congress Will Do to You and for You life. You'll realize why each weekly issue is looked 
6. Campaign for 1960 Starts -- with Both Parties Split forward to by executives, legislators, merchants, 
7. Providing for Your Family's Future: What Fathers Should Know educators, lawyers, and other key decision-makers. 
8. Next Big Tests for School Integration 
9. Are Strikes Delaying the Business Upturn? And your Trial Subscription won't cost you a penny 
10. How to Protect Yourself Against Inflation unless it convinces you that this is more than a news 
a = mec ome -" : Comeback for "Conservatives" magazine -- that it's really a new kind of information 
. Nixon's New Role ; 

13. Halting H-Bomb Tests: What's at Stake service you can hardly afford to be without. 
14. Farewell to Passenger Trains? SEND _NO MONEY 
15. War Dangers in the Middle East Just Mail Coupon -- We'll Bill You Later 
16. New Federal Aids for Small Businessmen ~ < x 
17. A Billion People in U.S.? The Coming Population Explosion for Trial Subscription Price of $2.67 
18. Is This a Good Year to Buy a House? : 4 : 
19. Jet Planes for the Airlines...Where & When You Can Fly Simply mail the coupon. iene ore sere 26 
20. Analyzing Investments of Officials in Their Firms' Stock weekly issues of U. S. NEWS & WO REPO or the Tria 
21. 4 Billions for Roads -- Big Boost for Business in '59 Subscription price of only $2.67 (a substantial saving). 
22. How Ike Will Deal with Democratic Majorities in Congress And your money will be cheerfully refunded at any time 
23. U.S. Space Program: First the Moon, Then Mars & Venus during your Trial Subscription that the magazine does not 
24. When Public Schools Close: Report From 4 Southern Cities live up to your highest expectations. 
25. All About Current Tax Rules on Expense Accounts . ? 
26. Double-Barrelled Medical Advance for Arthritis Sufferers Thus you have nothing to lose by mailing the coupon -- 
27. "Hate Bombings": What's Being Done to Stop Them? and we sincerely believe you have a great deal to gain. But 
28. Who Gets the 6.2 Billions for Military Research? do mail the Trial Subscription coupon NOW — every issue you 
29. Where the Big menace Soe tyne vgs — miss may be costing you more than you realize. 
30. Big Consumer Spending: Paving the Way for Recovery . , : >. 4 
31. Can Your Child Get a Federal Loan for a College Education? iw U.S. NEWS & WORLD REPORT, Washington 7, 
32. Nasser-Khrushchev: "Partnership" That Spells Trouble onassant” 1 - 
33. Timetable for Recovery, Industry by Industry OF Lm lu. S. NEWS & WORLD REPORT js 
34. What U.S. Has Learned from Satellites in Space ee I) 1308-72 24th St., N. W., Washington 7, D.C. I 
35. How To Make 5% on Your Money ! 1 want to find out whether your magazine can be as useful as you il 
36. Your Food Bill in the Months Ahead | say. Please send it each week for the next 26 weeks. You may send | 
37. De Gaulle's Blueprint for a Stronger France | me a bill later for the trial subscription price of $2.67 (a sub- | 
38. Is a National Sales Tax Coming? Saesr stantial saving). | 
39. 2 Million More Jobs: Effect on '59 It is understood that my $2.67 will be refunded in full at anytime | 
40. New Trouble for the U.S. in Argentina {! during this trial subscription if I find the magazine does not fully il 
41. "United Front": Newest Way to Fight Strikes live up to my expectations. I 
42. Behind Red China's "Hate America" Drive | 
43. U.S. Schools -- Getting Tougher and Better ! 
44. New Ways to Save on Business Taxes Name : I 
45. What Opening of St. Lawrence Seaway Means si i ca ainran aca | 
46. Soon from Detroit -- Smaller, Cheaper Cars 
47. Profits: New Records in Prospect for 1959 Address | 
48. New Ways to Get Protection from Insurance | 
49. If You Want to Live to a Ripe old Age -- City Zone State i 
50. Full Report on Alaska FOUR ADDITIONAL ISSUES AT NO EXTRA CHARGE — Check here if | 
51. How to Handle Your Money Now you are enclosing your check for $2.67 WITH this coupon. This will 
52. Credit Cards: What's Good and Bad About Them ciuarr as te sale geen oueinel alae setae ie eae 
53. Nasser's Next Move -- Closing the Ring Around Israel? instead of 26. The same money-back privilege mentioned above will apply. jy 
54. 5 Years of Integration...Report on Washington Schools se SG SS TW Ts Wi WW a es St 
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New Trends in 
Shoe Constructions 
(CONTINUED FROM PAGE 72) 


ganizing new factories for the volume 
production of popular-priced footwear. 
With respect to upper 


leathers, recent developments indicate 


smooth 


that specially treated leathers will be 
tailored to the requirements of the di- 
rect molded process so as to eliminate 
upper roughing and cementing. 

Still another very important factor 
that will consolidate string-lasting with 
treated leathers this 
process will be unit-molded uppers. At 


specially for 
the present time, considerable prog- 
ress has been made in this respect, and 
it will become a very important opera- 
tion in the next three years. 

Flexible all-plastic sandals will be 
introduced in the U. S. on a mass com- 
mercial scale in 1959. An estimated 
two million pairs will be sold, indica- 
tive of the potential of this new con- 
cept in footwear manufacture. Recent 
developments in other countries show 
that there are many other plastic ap- 
plications offering outstanding ad- 
vantages. 

During the next three years we can 
forecast that many other shoe com- 
ponents will be fabricated with flexible 
and rigid plastics, as well as foamed, 
in place applications and waterproof- 
ing of fabric materials for footwear. 

The introduction of rigid materials 
in the footwear industry has shown 
considerable growth, but has been con- 
fined to upper ornamentation, and to 
women’s and children’s outside heels. 
Rigid plastic shanks and safety box 
toes are on the horizon, as well as 
further developments in respect to 
lasts of all genders. 


Toward New 


Materials and Methods 


by ROBERT COTTIER 


President 
C.1.C. Machinery, Inc. 


I feel that the most significant area 
of development in shoe machinery or 
constructions will be the same as the 
current one being worked on by shoe 
manufacturers and shoe machinery 
producers. That field has two main ob- 
jectives: 
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1) The elimination of nails or 
thread in lasting and bottoming. 

2) The development of new materi- 
als and methods in connection with 
insoles, counters and tucks. 

The elimination of nails and thread 
is a natural trend. Both items, apart 
from being unnecessary if they can be 
eliminated, are costly to use in that 
they call for expensive, complicated 
machinery and/or skill which is itself 
expensive. 

Reconstituted leather is now 
highly developed form for use as in- 
soles, and will be improved even 
further. It is important to appreciate 
that in this case the skill is with the 
basic producer, and much less skill is 
required by the user. Thermoplastic 
boards for tucks will and must make 
molded 
tuck is a must in good shoemaking. 

New counters must be developed as 
it is clearly necessary to eliminate ex- 


in a 


progress as a permanently 


pensive counter-making molds and to 
mold the counter to the seat in the 
seat-lasting operation. Also, the fine 
basic work (and all it implies) will 


continue to be carried out on geo- 
metric grading. 
Toward 


Combined Operations 





by OTTO M. SPRINGER 

Vice President and General Manager 

Independent Shoe Machinery Co., Inc. 

Developments, as we see them, will 
be toward machines that combine two 
or more of the present conventional 
shoemaking operations. 

Why? Because the combination of 
pulling-over with toe-lasting and fore- 
part-lasting in our modern machines 
has proved a striking success. Al- 
though the first models of these ma- 
chines made their debut only at the 


ewweFre SSS 6 VOCS UNO U wT Swe 


1958 Factory Management Conference, 
there are already 25 U. S. installations. 
The latter are demonstrating that in 
practically all types and classes of 
shoes a combination of operations can 
bring outstanding economies together 
with quality improvements. 

Intensive efforts of other machine 
manufacturers in the same direction 
seem to support our view that this is 
the trend of machinery design. Of 
course, there are other shoemaking 
operations which lend themselves for 
combining, and there we can expect 
further progress. 

With respect to shoe constructions, 
our chemical and technological prog- 
ress may give impetus to more direct 
sole-molding. We do not think that 
today’s vulcanizing method is the last 
word in this respect. For the next three 
years, “automation” will still have 
played no important role in shoe ma- 
chinery. Meanwhile, the industry will 
gladly settle for more efficient mech- 


anization. 


The Kicking Barrel 
(CONTINUED FROM PAGE 55) 


with black shoe polish from contact 
with dancing partners, but most of 
the prodigals showed just enough 
wear to prevent resale. One excep- 
tion was much bedraggled. The 
complainant knew that the gold 
brocade was no good or her little 
Fritzy couldn’t have done so much 
damage in a mere twenty minutes 
of playing with them. Fritzy was 
her bull pup. 

Men rule don’t send the 
shoeman to the _ kicking barrel. 
They are not as style conscious as 
women. If necessary for comfort, 
# man will accept and wear almost 
any type of footwear. 

Now and then a man does get 
the complaint virus and becomes 
chronic. Sooner or later he is 
known to every shoeman in town. 
When this genus appeared in our 
men’s department, he was treated 
with every courtesy but we were 
careful not to show him anything 
in his size. (He might buy.) We 
were always full of regrets that we 
had nothing to fit him. If Competi- 
tor X had done us wrong, we mag- 
nanimously suggested, “X has just 
what you want.” 

(CONTINUED ON PAGE 78) 
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The Kicking Barrel 
(CONTINUED FROM PAGE 76) 


Our longest case started with a 
Mr. Y who complained of pain in 
the ball joint of the left foot. His 
trouble dated from the morning 
after he purchased a pair of cush- 
ion sole shoes. Although we could 
find no obstruction to cause the 
pain, we gave him another pair. 
These hurt in the same place. So 
did a third pair. We suggested that 
he purchase his shoes elsewhere. 
Gther stores soon reported their 
shoes hurt him in the same place, 
but he didn’t blame them. He was 
sure that our shoes had ruined his 
feet. 

Some ten years later, Mr. Y 
brought me a gift certificate for a 
hat and apologies for the trouble 
he had caused. A chiropodist had 
just removed three slivers of glass 
which were buried in the foot all 
those years and at last worked their 
way to the surface. 

“T’ll admit,” said Mr. Y, “I’ve 
always remembered breaking a 
light bulb in the bathroom that 
morning, but I was sure I didn’t 
step in the shattered glass. Any- 
way, my foot didn’t hurt until after 
I put on those new shoes.” 

Other men had less serious com- 
plaints but were no less persistent. 
A lush who went on frequent binges 
sometimes fell and skinned his 
shoes. Back they came with the 
usual gripe. Because his wife was 
« good customer, the store couldn’t 
afford to antagonize him. Another 
complainer was a deacon type mul- 
timillionaire who bought his shoes 
in New York, but once in a while he 
came to our men’s department and 
squandered a nickel for laces. If 
they broke before he thought they 
should, be brought them back for 
adjustment. 

Often our policy of appeasement 
impinged on the ridiculous. The 
attendant in the second floor ladies’ 
restroom was reprimanded for dis- 
comfiting one of her customers with 
a shouted, “Stop dat woman! She 
done stole a roll of toilet paper.” 
The proximity of this restroom to 
the ladies’ shoe section helped cure 
my shoemen of using the stilted 
query, “May I help you?” 

“I should say not,” snapped one 
toplofty female as she took a short- 
cut through our department. 

How about shoewomen? I’ve 
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worked with and hired many. They 
included several who turned in 
books consistently surpassing those 
of most men. After a couple of 
pretty girls came to me in tears as 
the result of rough handling at the 
tongues of their less favored sis- 
tern, I was careful to pick them for 
ability and considered pulchritude 
a liability. It seems reasonable that 
most women would prefer to have 
men wait on them. 

Heaven help the poor salesman 
waiting on a customer accompanied 
by three or four friends. Listen— 
“Darling, those look awful on you 
... Show her some with lower heels 
... I bought a pair like that last 
year ... They’re darling but you 
look better in high heels .. . Then 
she doubled and . . . They charge 
two dollars less for that very same 
identical shoe at ... Two hours in 
a slow oven... Please don’t decide 
till you see the darling pumps at 
that new shop ... But he actually 
told her .. . How mean, I wouldn’t 
co that to a dog... . Girls, it’s four 
e’clock already and...” 

Some troubles are simpler. A 
woman of the British walking shoe 
era came into the department and 
said, “These shoes hurt.” I took 
them off and stepped back in the 
shelving. After a moment I brought 
the woman her shoes and slipped 
them on her feet and asked, “Do 
they feel better?” 

They did. They should have. She 
had been wearing them on the 
wrong feet. 9 @ @ 


Talking Tree 


Draws Children 
(CONTINUED FROM PAGE 50) 


platform featuring two built-in wall 
aquariums. Children, interested in the 
goldfish and other aquarium speci- 
mens, pay little attention to sales 
personnel checking the fitting of a 
pair of shoes. 

Another eye-catching feature de- 
signed by Curry is a slipper display 
with a back mirror. A double image 
of colorful slippers is provided for 
easy viewing from any point of the 
store. 

The talking tree idea was con- 
ceived by Mrs. Curry, who wanted 
some type of display or decoration 
along a bare wall. She had expected 
a plywood tree, but was surprised 
pleasantly when decorator Dan Cor- 
man presented her with a tree made 


of driftwood. The face is chiseled. 
Arms and a long nose of driftwood 
were attached. 

Another feature of the new store 
is a display window which can be 
seen from the interior of the store, 
but that children can not get into. A 
person approaching the store from 
one direction sees the display; from 
the other direction, he sees the talk- 
ing tree. 

The firm specializes in fitting and 
quality. It does a large prescription 
business. Howard Curry says, “We 
leave the prescription to the doctors, 
we do the fitting.” His large stock 
of high quality shoes is unmatched 
in other towns in the Central Ken- 
tucky area. Therefore, many of his 
customers come from outside Lexing- 
ton. 

Curry’s “special attention to doc- 
tors’ prescriptions” has resulted in 
the local Shriner’s Hospital for Crip- 
pled Children assigning him to do 
all the fitting for its patients. 

Curry Shoes for Children is only 
10 years old. It opened for business 
in 1948 on a side street in downtown 
Lexington. Mr. and Mrs. Curry, 
with the help of their two sons after 
school hours, operated the business. 
In less than two years, the business 
had grown and the store was moved 
to a corner location near the center 
of the business district, although 
not on Main Street. 

Howard Curry, Jr., graduated 
from the University of Kentucky 
with a degree in commerce in 1950, 
served two years in the Army, and 
returned in 1953 to assume full time 
duties as merchandise manager. 

Growth of the business continued 
steadily and additional salespeople 
were secured. The store at present 
employs three salespeople, a cash- 
ier, and part-time help during busy 
periods. Both Curry and his son 
stay on the sales floor most of the 
time to fit shoes and supervise. 

Curry has been fitting Central 
Kentucky children for 30 years. He 
has many second generation cus- 
tomers. Prior to opening his own 
business he was manager of the chil- 
dren’s department in one of Lexing- 
ton’s better shoe stores. 

Location of the new store is only 
31% miles: from the heart of down- 
town Lexington. Curry said the 
move was made because of better 
parking and other facilities. He 
said “out-of-town trade finds us just 
as easy here.” @ @ @ 
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“We rely on neoprene soles to protect the reputation 
of Thom McAn work and safety shoes” 


Mr. William J. Smith, General Manager 
Thom McAn Safety Shoes 
Division of Melville Shoe Corporation 


As Mr. Smith puts it, “Our policy is to offer 
good design, comfort and wear by using 
materials equal to many different kinds of 
service. Both soles and heels must combine 
many wear-resistant properties; that’s why 
we ve used neoprene for 21 years.” 

During this time. neoprene soles have re- 
peatedly demonstrated their resistance to 
oil, grease and chemicals. They've with- 
stood high-temperature exposure, they've 
ended the cracking and stiffness problem in 
low-temperature service. Neoprene has also 
proved highly resistant to flex-cracking, cut- 
ting. gouging and scuffing. 

With the help of this all-around perform- 
ance. Thom McAn safety shoes have won 
a loyal following. They are now worn by 
workers in chemical plants, oil refineries, 
steel mills, quarries, service stations, and 
many other industries. 

The reputation made by neoprene soles 
is important to companies like Thom Mc An. 
Specify neoprene soles and heels . . . you'll 
find them a sales asset on all types of work 
and safety shoes. E. 1. du Pont de Nemours 
& Co. (Inc.}. Elastomer Chemicals Dept.. 
Wilmington 98, Delaware. 
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1202: WHITE Unlined 
Cement Construction 
Chrome Split Outsole 
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1212: WHITE Lined 
Cement Construction 
Velvet Bend Outsole 
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COMPLETE IN-STOCK SERVICE 


Terms: 5“ —30 Days—F.O.B. 
Reading, Pa. 
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In 1959... 8,000,000 important NEW reasons for a 
profitable Protektiv® franchise! 


Four million brand new prospects for Pro-tek-tiv flexible baby 
shoes — a $14 million market — that’s the sales-happy outlook 
for Pro-tek-tiv dealers this year .. . on first sales alone. 


For your full share of this Booming Baby Business, start planning 
today. Check the NEW Pro-tek-tiv Spring Catalog for a complete 
line of styles and sizes. Order early (Easter’s early) and size-up 
regularly. And for those extra profits, order extra-pairage NOW. 


Curtis-Stephens:-Embry Co. 


READING, PA. 
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New Vulcanized, Sylflex Treated 
Work Shoes 


A NEW line of watertight work shoes and boots has been 
introduced by the Cedar-Crest Shoe Company, Division of 
the General Shoe Corporation. The new boots and shoes 
have vulcanized soles and Sylflex silicone treated upper 
leathers. 

The new products are the leaders in Cedar-Crest’s new 
popular priced Dry-Flex line. They include a six inch 
shoe and an eight inch boot, especially designed for work- 
ing in wet conditions, and for hunting, fishing and other 
outdoor sports. Both styles have soles vulcanized directly 
to Sylflex treated upper leathers and self-vulcanizing sealed 
seams. 

According to John Ezzell, president of Cedar-Crest, the 
combination of vulcanization and Sylflex protection makes 
possible a waterproof leather shoe that breathes to pro- 
vide maximum wearing comfort. 

Mr. Ezzell says that the sales acceptance for the line 
has been so good that the company plans an extensive 
promotion drive throughout the coming year. In addition 
to a broad advertising campaign, Cedar-Crest will concen- 
trate on store sales aids, in-store displays, 4-page brochures 
explaining the new construction for retail store employes, 
and hang cards on the construction and Sylflex treatment. 

The vulcanizing process was developed by C. & J. Clarke, 
Ltd., England, and Sylflex is a special silicone made by 
Dow Corning Corporation which is applied to leather at 
the tannery. 


New Folding Box 








This new folding box offers several features which are 
both practical and economical. Boxes are shipped and 
stored flat. A vertical or diagonal interior sleeve keeps 
one shoe from rubbing against its mate. String is fur- 
nished separately and is easily inserted in perforated 
holes to make a neat carrying case. Boxes are available 
to manufacturers and retailers in white and colors with 
trade marks imprinted in single and multicolors—from 
Winchester Carton Corporation. 


It’s an Idea 


START a phone club. Anyone may become a member of 
the club by sending in a postcard or letter with name, 
address, telephone number and hours when they are usu- 


ally at home to answer the phone. 

Club members are called Mondays, sometime during the 
day or evening (store is open that night). They a:e told 
about two “Blue Monday Specials.” footwear items that 
are offered at special prices on Monday and Tuesday only. 
These specials are not advertised in any other way, so 
that the only ones who can save on shoes in this way are 
those who have been called on the phone. 
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Lion Brand $6017 
National Shoe Co. Division 
of Craddock Terry Shoe Corp. 


@ Brown elk 
blucher 

© Steel shank— 
Double life 
insole 

@ Vul-Cork sole 











... 80 light, so flexible, so resilient, 
you can roll them up... 
right in the palm of your hand. 


VUL-CORK SOLE DIVISION 
CAMBRIDGE RUBBER CO. 
TANEYTOWN, MARYLAND 
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What’s in a Shoe 
and How to Sell It 


(CONTINUED FROM PAGE 64) 


texture and surface effect. Seen 


more in handbags and shoe trims. 


Calfskin into Shoes 


Most calfskin shoe leather is 
chrome-tanned. Color is beautifully 
expressed in calfskin, whether in 
deep black or pure white, in brights 
or in pastels. A new type of aniline 
finish not only brings out the natural 
grain and lustre of calfskin, but 
“locks in” the color to resist stain 
and rain. In suedes, calfskin de- 
livers remarkably uniform shades. 
And calfskin has done its own color 
pioneering—such as introducing the 
now-basic russet shade in 1931. 

Even within the aristocracy of 
calfskin there is an hierarchy of 
quality differences in  calfskins. 
These are determined by different 
and interesting conditions. 

Generally, the youngest calves pro- 
vide the best calfskins. A very young 
calf, still milk-feeding from _ its 
mother, has no chance to roam and 
fare for itself; no chance to become 
flea-bitten, attacked by disease, 
scratched by thorns and wires, scar- 
red by battle. When these animals 
are killed within one to three weeks 
of birth (for veal consumption), 
their skins, as someone once quip- 
ped, are “tender as a mother’s love.” 
About 25 per cent of all baby calf- 
skins fall into this “perfect’’ class. 
The calf leather made from them 
becomes the diamond, the chinchilla, 
of all shoe leathers. 

Only a small percentage of our 
imported calfskins are suitable for 
this top-grade women’s calfskin. New 
Zealand is one country providing 
some of these more delicate, lighter 
weight skins. Calfskins from other 
countries such as France, Italy and 
Switzerland, are also excellent, but 
are derived from more mature ani- 
mals and are of heavier weights 
used for men’s shoes. 

It’s estimated that only about 
three million pairs of women’s lined 
shoes, and about the same amount 
of men’s shoes, are made with this 
unexcelled “luxury class” calfskin. 
These elite shoes represent only 
about one percent of our total shoe 
production, 

Calfskin leather (though far from 
the exquisite product of today) dates 
back to the pre-Christian era when 
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nomadic tribes of Europe and Asia 
husbanded herds of cattle. Records 
show calfskin tanning dating back 
to the 5th century B. C. It was one 
of the first leathers produced in the 
U. S. back in 1717. 

A few years after the Civil War 
the first truly distinctive American- 
made calf leather was produced. It 
was called “calf kid” and became 
quite popular. There were 30 firms 
in Philadelphia alone making this 
leather. (Up to this time, almost all 
women’s shoes were made of kid, 
men’s shoes of side or cattlehide 
leather, and children’s of either kid 
or side.) The “calf kid’ was soft 
and supple and ‘was widely used as 
shoe upper leather for a number of 
years. 

But American shoe manufacturers 
of hardly more than a half century 
ago were interested only in the 
heavier weights of calfskins. All 
light calfskins (today a premium 
product) were discarded as unsuit- 
able for the shoes of that day. And 
very little calf suede was used. 

Calfskin ran into more problems 
right after World War I, with the 
popular influx of women’s low-cut 
shoes (replacing the high-tops). 
Shoe manufacturers considered calf 
unsuitable for these shoes. They 
wanted only the heavy, plump skins 
—and these only for a few sport and 
welt-type shoes. Calfskin wasn’t yet 
regarded as a fashion leather. 

The calf tanners persisted, de- 
spite repeated rebuffs, by experi- 
menting and developing new finishes, 
colors, textures. The big turnabout, 
aided by strong promotion behind 
this “new” leather (lightweight 
calfskins), came in 1929, with the 
introduction of lighter weight shoes. 
From that point the popularity of 
calfskin boomed—and ever since has 
remained a front-runner in the 
superior leathers for men’s and 
women’s shoes. 


Merchandising Calfskin 


You realize now, of course, that 
the term “calfskin” can’t be used 
loosely, applied to leathers in gen- 
eral, particularly smooth leathers. 
Genuine calfskin stands apart as a 
very special kind of leather. If this 
vital fact is recognized and is 
brought home in the selling of 
genuine calfskin shoes, it can be 
made an effective part of the selling 
presentation. 

Here, then, is a list of suggested 
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points that can be used in merchan- 
dising calfskin shoes at the retail 
level. But keep in mind that when 
you are using these selling points, 
the shoe is genuine calfskin. 

1) Calfskin is the true aristocrat 
of shoe leathers. Cite that it is to 
shoes what chinchilla and sable are 
to furs—that is, synonymous with 
luxury and exquisite quality. 

2) Calfskin is a premium leather. 
There is a limited supply of calf- 
skin, and it is always in demand for 
its superior qualities as a shoe 
leather. Hence, it is found in only 
the better shoes. Bring home this 
point by citing that ordinarily only 
about 10 per cent of all women’s 
shoes and about 15 per cent of all 
men’s shoes are made with genuine 
calfskin—and that these shoes are 
found only in the better grades. 
This creates a customer apprecia- 
tion for the inherent value in a pair 
of calfskin shoes. 

3) A feature of calfskin is its 
youthfulness. This leather is made 
from skins of calves only a few days 
to a few weeks old. This means a 
smooth, soft, delicate, unblemished 
skin. Thus, from a perfect skin 
comes perfect leather—luxurious to 
the touch, beautiful to the eye. 

4) Calfskin has the “purest” 
grain. It requires no re-touching 
treatments. All its innate beauty is 
expressed in its natural finish. This 
is because of the extraordinarily fine 
texture of the skin itself. 

5) It is a highly porous leather 
with excellent “breathability,” yet 
has a good degree of built-in water- 
resistance. Hence, a calfskin shoe 
is cool in summer, comfortable in 
cold weather. It is a foot-healthy 
leather. 

6) Calfskin has high dimensional 
stability. This means that a calf- 
skin shoe holds its shape superbly 
with wear, will never “collapse” in 
shape. It means that a calfskin shoe 
holds “true’”’ to every contour of the 
original last—a real mark of a qual- 
ity shoe. 

7) Calfskin is a light leather, yet 
has remarkable strength. It is 
ideally suited to the light look and 
feel of the shoes so popular today. 
Calfskin provides this lightness 
along with excellent wear value. 

8) Calfskin is a naturally soft, 
supple and resilient leather. This 
insures maximum foot comfort. And, 

(CONTINUED ON PAGE 88) 
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Report by manufacturers 
and retailers «aa 


Landelide ™ 


A shoe style by 
Sandler 


” 


. “Gene Mr. Herbert saath 
vice-president, Sandler of 
4, Boston: 
‘Combining fashion with the distinctive, functional comfort of 
the RIPPLE® Sole, our Monk's Strap casual has proven a 
“<< spectacular success. In fact, it was the No. 1 Volume Shoe in 
| our entire line. 
: “Advertising this style in the N. Y. TIMES recently, B. Altman Co. 
> was forced to re-order 4 TIMES in a SINGLE WEEK to meet the 
demand.” 


(CANT KEEP UP WITH R#PPLE Sole SALES 


3 ¥/ /y Says C. E. Turner, 

: . manager, Grone’s Shoe Store: 
‘We consider RIPPLE® Sole Shoes the greatest thing that has 
ever happened to the shoe business . .. we have never been 
able to keep up with our sales."’ 


Says Mr. Lester L. ioe 
president, T. O. Dey Co., 
(N.Y. Shoe Chain): 
‘Customers fing a new world of comfort in RIPPLE® Sole Shoes. 
This is our best explanation for the wonderful response to ‘The 
Shoe that Walks for You’.”’ 
ARE YOU GETTING YOUR SHARE OF THIS BUSINESS? TIE-IN NOW 
. - - BIG NATIONAL AD CAMPAIGN . . . 200,000,000 CUSTOMER 
IMPRESSIONS NOW UNDERWAY! FREE Sales Aids Available. Write: 
See them... ROOM 710 NETHERLANDS PLAZA, FACTORY MANAGEMENT 


BEEBE RUBBER COMPANY 


T™ Ripple Sole Corp. Nashua, New Hompshire 
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Letters... 


Shoe Labeling: Industry Reacts to Proposed Legislation 


NESLA in Opposition 


I de want you to know that I whole- 
heartedly endorse your editorial on “shoe 
labeling.” This fully reports the diff- 
culties which both shoe manufacturers 
and retailers will encounter in trying to 
label footwear. It also dramatically 
points up the misinformation which 
would be left in the minds of the con- 
sumer. 

You will be interested to learn that 
our association’s board of directors are 
unanimously opposed to such legislation. 
We are convinced that, with the full 
support and cooperation of all groups 
and members of our trade in opposing 
the Porter bill, we will prove successful 
in persuading Congress that the best in- 
terest of the public will be served by 
defeating such legislation. 

MAXWELL FIELD, 
EXECUTIVE VICE-PRESIDENT 
NEW ENGLAND SHOE AND 
LEATHER ASSN. 
BOSTON, MASS. 


‘Fine Thing’ or ‘a Waste’? 

If the proposed labeling bill would 
aid consumers, it would be a fine thing. 
If it would not aid consumers, it would 
be an expensive waste. 

Since I have been unable to learn 
from the advance notices of the bill what 
(exactly) a factory is supposed to do, 
only what the penalty for not doing it 
would be—then an opinion of the bill 
itself is not possible. 

It is interesting to observe how easily 
this industry gets upset, and how hard 
we work to stop a thing, and how indif- 
ferent we are toward getting things 
started: things that would improve the 
shoe business enormously; things that 
would make a shoe labeling bill, among 
other things, unnecessary. 

Maybe a labeling bill is unnecessary 
now—and if so, why are politicians, asso- 
ciations, organizations, and petition sign- 
ers interested in it? Is it an effort to 
create new jobs? Is it another effort to 
kill off more small factories? 

Maybe the shoe industry should spon- 
sor a counter bill—to accomplish the 
same purpose as labeling—a police force 
of our own. 

I think it is good that outsiders are 
interested in the shoe industry; maybe 
one day the industry will become inter- 
ested in itself, beyond self-preservation 
and do something about its own future. 

JAMES S. LEGG, 
VICE-PRESIDENT 

HEYDAYS SHOES. 

ST. LOUIS, MO. 


INC. 
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An editorial, “What Price Labeling?” 
which the RECORDER published Decem- 
ber 1, has aroused widespread comment 
in the industry. Almost unanimously, read- 
ers have agreed with the editorial that the 
proposed shoe labeling legislation, which 
has been introduced in Congress during 
the current session, would be detrimental 
to the industry in that it would raise costs, 
complicate the job of shoe manufacturers, 
and undermine public faith in the industry. 





Too Much to List 


I am glad to see someone speaking up 
against this wasteful piece of proposed 
legislation. Your estimated cost is very 
low, as in the case of small specialty 
manufacturers where small lots of spe- 
cially detailed shoes are made, it would 
be almost impossible for anyone but the 
highest executives to properly determine 
the 200-odd items and write them out by 
hand. 

It would also cost the public millions 
of dollars to be administered and could 
not be done right then. 

JACQUES LEVINE 
MIDDLETOWN FOOTWEAR, 
MIDDLETOWN, N. Y. 


INC. 


Consumer's Best Bet: Shoes 


The bill is needless and would never 
even have come up if Congress and the 
consumer generally would be made more 
aware of the greatest consumer value in 
existence—footwear. A similar editorial 
on the danger of foreign low-cost foot- 
wear imports would serve the same excel- 
lent purpose of bringing everybody’s at- 
tention to what value the shoe industry 
has been producing in this country. 

A. WEINMAN 
FIVE STAR SHOE CO., INC. 
LONG ISLAND CITY, N. Y. 


Instead of a Law, Education 


We agree heartily that this is one time 
the shoe industry should put its utmost 
efforts behind blocking any such legisla- 
tion as this, affecting the entire shoe in- 
dustry. 

We have already published in our 
dealer publications complete information 
on our stand on this law and have asked 
the cooperation of our dealers in writing 
their Congressman concerning the Act. 

Some people have approached us from 
the standpoint that we are in the high- 
quality, high-price field and above all 
should feel that this bill would be ad- 
vantageous to us as such. But we know 
better, and we also are very strongly 


aware that there are much deeper im- 
plications than the average dealer or 
even some manufacturers realize by this 
law. 

In the best interests of the public and 
of the industry, education will always do 
more than legislation. You don’t cure 
making a law that it 


an illness by 
shouldn’t exist. 
W. W. GALLAHER, 
SALES MANAGER 


FOOT-SO-PGRT SHOE COMPANY, 
DIV. OF MUSEBECK SHOE COMPANY 
OCONOMOWOC, WIS. 


‘Costly and Unnecessary’ 

We certainly agree that the labeling 
law would be a costly, confusing and 
unnecessary one to the public for our 
industry. We hope that you and your 
associates will continue to join with 
others in the industry to avoid this un- 
desirable legislation. 

PRESIDENT 
& LEATHER CO. 


CHARLES H. JONES, 
COMMONWEALTH SHOE 
WHITMAN, MASS. 


+ ’ 
‘Keep Hammering 
Congratulations on the very compre- 
hensive editorial you did on the proposed 
shoe labeling bill. Your estimated costs 
are but a part of the real costs, for ’m 
certain that you’re aware of the hidden 
costs that the procedure would entail. 
Keep hammering at it, for truly the re- 
tailer should get up in arms. 
J. B. REINHART, JR. 
TRIMFOOT COMPANY 
FARMINGTON, MO. 


‘Useless Interference’ 


We would like to register our opposi- 
tion to this Porter bill for we feel that 
the labeling of shoes in this manner does 
constitute a needless and useless inter- 
ference in the operation of our business. 

RAY CLINGINGSMITH, 
SALES MANAGER 
STEP MASTER SHOES, 

GREENUP, ILL. 


INC. 


‘Only Bureaucrat Would Gain’ 


Labeling our merchandise, which is 
low-priced children’s shoes, would be so 
expensive as to push them into a higher- 
price category and not improve the prod- 
uct one iota. It would just cost the 
consumer more for his shoes and the only 
gainer would be another bureaucrat. 

MEL FEIST 
JAY-ALLEN-WARD CO., 
ST. LOUIS, MO. 


INC. 
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. FOAMTREADS ” 
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In a recent survey conducted by 


‘ “our children wear ‘ 


* “my child wears * 
\ BRAND X’? | 








HOOD HOUSEKEEPING 











mothers were asked“Which brand of slippers do your children wear?” 


FOAMTREADS LEAD ALL OTHER 
NATIONAL BRANDS TWO to ONE! 


Again and again, in the GOOD HOUSEKEEPING 
survey, mothers answered “My child wears 
FOAMTREADS.” The only name mentioned more 
frequently was Sears, a chain store brand which 
represents a variety of manufacturers’ slipper 
lines. Of the brand names listed, FOAMTREADS 
were specified twice as often as was the next 
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oe For “The Walk That Relaxes’’ 
v=. WELLCO SHOE CORPORATION, WAYNESVILLE, N.C. 


leading manufacturer’s brand, and four times as 
often as the remaining manufacturers’ brands. 
The reason? Mothers know the difference in qual- 
ity among the various brands of slippers on the 
market and their overwhelming choice in chil- 
dren’s slippers is FOAMTREADS. 

Are you stocking them? 





pif =n Canada,“Foamtread” Slippers are made exclusively by Kaufman Rubber Co., Kitchener, Ont. ©1958 
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The “Team-O-Mat”’ 
Produetion System 
(CONTINUED FROM PAGE 47) 


defective or damaged shoes requiring 
time and cost to repair in the treeing 
room, and holding up the smooth 
flow of efficient production. 

With our specially devised auto- 
matic muller some radical improve- 
ments take place. This muller does in 
three minutes what ordinarily can’t 
be done in three hours. 

Because of the over-all Team-O- 
Mat system and its consequent tre- 
mendous increase in speed of produc- 
tion of shoes, eight minutes after the 
shoe has come out of the muller the 
shoe has been completely lasted. 
First, the muller has given 18-per 
cent-or-more moistening to every 
shoe going through the apparatus. 
And this degree of mulling is uni- 
form for every pair of shoes. 

Second, the shoe is processed— 
from time of leaving muller to com- 
plete lasting—so rapidly (eight 
minutes), that there is no time for 
a moisture loss below the minimum 
18-per cent level. This means that 
the leather is in an ideal mulling 
condition when lasted. It means 
perfectly uniform lasting, even on 
such sometimes-difficult leathers as 
patent leather. The end result is 
true conformity of shoe to last; ex- 
cellent fit; and retention of shoe 
shape with wear. 


Further Advantages 

Aside from the many advantages 
from the factory, production and 
shoemaking standpoints, plus the in- 
volved economies achieved, the sys- 
tem has additional advantages from 
the sales or sales-service standpoint. 

For example, the sales division of 
a women’s shoe manufacturing com- 
pany is posed with a sequence of 
decisions and procedures during the 
pre-selling and selling season. These 
are: determination of a popular line 
of styles; determination of a given 
last’s popularity; determination of a 
given last’s anticipated size run; de- 
termination of in-stocking require- 
ments on given shoes by style, color, 
size; the timely filling of orders; 
the timely filling of re-orders; hold- 
ing returns to a minimum; and the 
correlation of seasonal selling re- 
quirements balanced with manufac- 
turing facilities and economic pro- 
duction. 

Let’s quickly examine each and see 
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how it is improved. 

Determination of a popular line 
of styles: Marketing success, like 
good poker, depends not upon how 
many good hands you hold, but upon 
how quickly you drop the bad ones. 
Neither the manufacturer nor the 
retailer profits by stocking or over- 
holding poor sellers. And, obviously, 
the “hot” shoes in the line are often 
negated by the slow or poor sellers. 

Now, over a 10-week selling sea- 
son, the factory production cycle may 
be five weeks to “put through” shoes. 
Halfway through the selling season, 
the manufacturer may be producing 
and packing shoes for in-stock, that 
aren’t actually selling at the same 
pace. Or, conversely, he may—too 
late—start frenzied production of 
items that sold better than antici- 
pated, but find that his shipping 
dates are almost synonymous with 
the season’s end. 

Reason for this ever-present risk 
is the comparatively long processing 
time required to make the shoes. 
However, with the new 27-minute 
assembly cycle via the Team-O-Mat 
system, the total production sched- 
ule to put the shoes completely 
through the factory is drastically cut 
to only seven days—as compared 
with a “normal” 25 days. 

This means that factory produc- 
tion of specific shoes can coincide 
much closer to shoes in actual de- 
mand because of good sales. In 
short, there is no need to go into 
in-stocking heavily and assume the 
consequent heavy risks. This means 
that the factory’s production can be 
concentrated more on wanted shoes. 
Why? Because instead of only two 
5-week production cycles in the 10- 
week selling period, the new system 
(with a 7-day cycle) permits seven 
production cycles in the same period. 
Uppers can be cut two weeks before 
Easter and still join the Easter sell- 
ing parade! 

This also permits the factory to 
pinpoint with much more accuracy 
and reliability its delivery dates in 
advance. It permits much greater 
precision in shipping schedules. The 
need to take into consideration 
exigencies and unexpected events 
(such as lost time in repairs or 
“odd” shoes) is drastically cut or 
eliminated. Thus, output can pro- 
ceed according to pre-planned sched- 
ule, unmarred by bottlenecks. 

Determination of a given last’s 
popularity: The purchase of new 


lasts is an obvious cost problem. The 
problem increases in trying to pre- 
determine the popularity longevity 
of a new last, for this determines 
how many pairs will be bought. 

However, the Team-O-Mat system 
requires a drastically smaller inven- 
tory of lasts, old or new, because of 
faster shoe production and faster 
turnover of lasts, requiring a fewer 
number of lasts being used with 
work in process. If, for example, a 
new last ordinarily requires an out- 
lay of $25,000, under the new sys- 
tem the investment could be cut to 
about $2,500 without sacrifice of pro- 
duction efficiency. 

Determination of a given last’s 
size run: Under the new system, 
the on-the-wood time in lasting is 
cut from days to hours. A high-heel 
shoe, for example, might ordinarily 
be on the last six days, a flattie four 
days. Under the new system, the on- 
the-wood time is cut in half, and 
this time will shortly be reduced to 
a matter of hours. 

Determination of in-stocking re- 
quirements: As indicated earlier, the 
greatly stepped-up speed of the pro- 
duction cycle means factory ability 
to produce closer to season, and even 
substantially within season, and 
still deliver in time for retail selling. 
This obviously cuts the number of 
shoes needed for in-stock, as the new 
time schedule permits more produc- 
tion on the make-up basis. Thus, 
capital is freed for other uses, and 
the magnitude of risk is greatly 
diminished. 

Timely filling of orders: Heavy in- 
ventorying or in-stocking of shoes 
involves an appreciable eperational 
cost, and this cost must be added to 
the price of the shoes. Yet, the 
manufacturer feels, justifiably, that 
substantial in-stocking is needed to 
fill orders. But with the new sys- 
tem, order filling can be done as 
efficiently with a minimum of in- 
stock because of the faster flow of 
production. 

Timely re-filling of orders: The 
new system permits filling of late 
orders safely, and also filling of 
re-orders much closer to season’s 
end. Thus, the late order or re-order 
which often goes unfilled and be- 
comes lost business for manufac- 
turer and retailer alike, can now be 
filled to become gained business. 

Holding returns to a minimum: 
It’s estimated that shoe factories ac- 

(CONTINUED ON PAGE 88) 
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IMPORTANT NOTICE 








SHOE SAVER 


Silicone leather preservative and water repellent 


° “Milky” colored SHOE SAVER is worthless. 
® Please do not sell it. 
© Please return it for replacement. 


We have learned that some shipments of SHOE SAVER included material that 
turned milky because of a package sealing problem. The sealing defect has 
been corrected and the spoilage problem eliminated. 


We are most anxious to replace this spoiled material with good SHOE SAVER 
as quickly as possible. Milky SHOE SAVER is worthless... it should not be sold. 


Please examine all SHOE SAVER in 4-ounce glass bottles and return to your 
jobber any bottles that look questionable. He will replace it promptly with 
top quality SHOE SAVER at no cost to you. 


Your understanding and cooperation are sincerely appreciated. 


Dow Corning CORPORATION 
MIDLAND. MICHIGAN 
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The “Team-O-Mat” 


Production System 
(CONTINUED FROM PAGE 86) 


cept between 0.8 per cent and 1.2 
per cent of returns per year, though 
it may go as high as 2.5 per cent 
under still “normal’’ conditions. One 
factory study shows that a 1 per 
cent increase in returns requires a 
20 per cent increase in selling price 
to maintain the same profit margin. 
The new system, with its much- 
shortened factory cycle, greatly re- 
duces both work-in-process and in- 
stock requirements. Thus, a shoe 
found faulty “out in the field” and 
bringing the inevitable returns, will 
not have been heavily in-stocked. 
Thus. risk from returns is cut 
sharply, for the first few retailer 
returns will nip in the bud the pro- 
duction flow (or in-stocking) of 
these faulty shoes. 

Correlation of seasonal selling re- 
quirements balanced with manufac- 
turing facilities and economic pro- 
duction: Often, about the time that 
the sales division normally knows 
what it wants from the factory, the 
factory is completely committed to 
producing what the sales division 
thought it wanted earlier. Racks are 
filled, aisles clogged, yet operators 
are sent home for lack of work while 
other operators are feverishly (and 
often unproductively) working over- 
time. Green help is slamming 
through poor quality while seasoned 
workers leave at noontime. Lasts 
are tied up with shoes waiting for 
heels, while other last bins are over- 
flowing. Racks are scarce, but ship- 
able shoes are even more scarce. 
Some machinery sits idle while 
other equipment is overloaded and 
suffering breakdowns. 

Here we see a dramatic achieve- 
ment of the 27-minute assembly 
process and 7-day factory cycle. By 
basing its sales and delivery sched- 
ule on the shorter cycle, the sales 
division and production departments 
find their planning more perfectly 
coordinated and functioning accord- 
ing to plan, with an absolute min- 
imum of emotional and vocal colli- 
sion. 

The semi-automated process line 
forces production planning. With an 
absence of racks, even an error in 
planning comes clearly to surface 
on the naked conveyor line. A wide, 
sluggish stream of production be- 
comes a narrow, swift one. At one 


factory where this installation was 
used, production planning brought 
work-in-process down from 3,300 to 
1,800 cases; partial conveyorization 
brought the 1,800 cases to 1,300. At 
$70 per case, some $100,000-plus was 
freed for other use—an example of 
economic production resulting from 
sales-production coordination. 

Sales planning under the 
minute cycle has a basically simpler 
job of balancing with production 
planning. Last utilization becomes 
a much smaller factor; last size runs 
becomes, statistically, a nil problem. 
Lead time for material accumulation 
becomes more available, and pain- 
lessly. Poor-selling items can be 
weeded out sooner. At any given 
moment, far less variety of shoes 
is on the plant floor. In short, the 
factory can be far more efficiently 
coordinated with sales policy and 
needs, with the capacity to produce 
the desired shoes at the desired time. 

Reduced costs lower the company’s 
break-even point. Assuming a break- 
even point of 90 per cent of sales 
volume, accrued savings under the 
new system could result in a break- 
even point plateaued at 70 per cent 
of the same sales volume. 

Summed up, the Team-O-Mat sys- 
tem is a proven demonstration of 
what can be done through more ef- 
ficient mechanization of the shoe- 
making process. Moreover, this more 
efficient mechanization moves in the 
direction of simplification rather 
than increased complexity. 

This system can provide a return 
on investment within six months. 
In banking circles, one recognized 
yardstick of measuring the use of 
venture capital is that the amount 
of risk investment capital should 
bring a triple return in five years. 
The Team-O-Mat system suggests 
that it can provide a tenfold return 
on investment in five years. © ® @ 


7. 





What's in a Shoe 


and How to Sell It 
(CONTINUED FROM PAGE 82) 


because it is never “stretchy” there 
is assurance of precise, foot-conform- 
ing fit. 

9) Calfskin has a natural, built-in 
resistance to scuffing and scarring 
because of its fine, firm grain. This 
again is a mark of quality and per- 
formance value. 

10) The perfect surface finish is 
achieved with genuine calfskin. 
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Calfskin takes beautifully to polish- 
ing so that the shoe can always re- 
tain that fresh, new look. 

11) In fashion, calfskin is of the 
nobility, whether in footwear or 
handbags. It denotes luxury, class. 
In black or white, or in brilliant 
colors or pastels, it expresses a 
purity of shade and tone synony- 
mous with top-level fashion and 
quality. In the world of fashion 
calfskin is always “right.” 

It makes no difference what type 
or special surface texture the calf- 
skin may be: boarded, smooth, suede, 
embossed, etc. The inherent quali- 
ties of calfskin apply to all types. 

It must always be remembered— 
and the customer always reminded— 
that a genuine calfskin shoe repre- 
sents the true aristocracy of shoe 
leathers. It is a leather in a class 
of its own—and should be sold as 
an article of outstanding distinction. 
ee¢ 





Retail Trade 

(CONTINUED FROM PAGE 61) 
prints. Stacked heels continue to 
gain in popularity and there has 
been interest in the squared off toe. 
Aniline kids were selling well, too. 

Sandals have been selling well for 
dress, and in one store there has 
been volume business in springola- 
tors. As one buyer said, “Everyone 
thought that Springolators were 
dead, but we bought them anyway, 
and are selling them as fast as they 
come in.” They sell at one price, 
$16.95. 

In children’s shoes, black buck 
lightweight bal oxfords have been 
number one, with sand buck, second. 
But demand was growing for the 
same shoe in red, in white and osage 
green, retailing at $6.95 to $8.95 in 
sizes 4 to 10. Tops in dress shoes 
for girls in early January was a 
low-T black kid, selling at $8.95, 
but interest was growing for the 
same shoe in plain white and plain 
red. @@@ 





Commended for Decorations 


FAIRFIELD, CONN. — Doyle’s 
Footwear, local retailer, was honored 
by the town’s Chamber of Com- 
merce for its holiday window dec- 
orations. The store was cited for 
“best preparation in the most fes- 
tive category.” Judging was by the 
C. of C. and the Fairfield Woman’s 
Club. 
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Fashion takes a 
giant step with Finessa 
by Lawrence. A new idea 
in lightweight, smooth 
leather...arich, mellow 
leather with a polished 
patina finish. 

Tailored and dress shoes 
take on a new beauty 
with Lawrence Finessa. 
And their beauty will 
make more sales for you. 
Use Finessa by Lawrence. 
A. ©. Lawrence Leather Co., 
a division of Swift & Company 
(inc.), Peabody, Mass. 


| rence 
FINESSA 


THE GETTER:.FART 
OF BETTER SHOES 
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ACME BOOT COMPANY, Inc. 
Clarksville, Tennessee 


Game-bird boot that makes your cus- 
tomer the ‘‘cock of the walk’’! Unbe- 
lievably soft and light, this boot weighs 
only ounces more than his dress oxfords! 
Acme-built for incredible ease of action, 
in smooth Duc-Bak sports leather. Neatly 
tapered, ankle-conforming comfort for 
the lightest, most tireless hike of his 
life! 


~——- 


e087 


Bantam weight leathers .. . but tough 
and rugged-wearing! Treated with a full 
quota of QUILON, it's exceptionally 
water and acid resistant. Has a cooling, 
sweat-resistant insole. Only Acme's 
choice in leathers could combine such 
great durability with such gentle ease-of- 
wear in this all-new, light-as-a-feather 
boot! 


in today's comfortable, practical, 
poots belong colorful way of living 





NATIONALLY 
ADVERTISED 
A year-round schedule in OUTDOOR 


LIFE, FIELD & STREAM and SPORTS AFIELD. 
WORLD’S LARGEST BOOTMAKERS 





Grips the ground . . . safely, softly, sure- 
footedly! Amazing Goodyear ‘‘Cobra’’ 
wedge sole with ingenious design which 
makes it remarkably non-skid .. . self- 
cleaning, too. Criss-crossing ‘‘scales’’ 
keep dirt and mud from chunking up .. . 
won't let mud or dirt be lumped or 
tracked along! This *‘Cobra’’ crepe sole 
is added proof that Acme has put only 
the finest in its new ‘‘FEATHER-WEDGE"’ 
out-of-doors boot! 


ALSO MAKERS OF COWBOY BOOTS, WELLINGTONS, PARADE MAJORETTE BOOTS, ENGINEER BOOTS 
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LUCY .. . bewitch- 
ing velvet, midnight 
black with twink- 
ling rhinestone stars 
—just right for a 
young party girl. 


SURE FOOT... 
grown-up styling 
for beginners. Soft, 
sturdy, and so much 
fun to wear. The 
favorite among the 
toddlers. 


PRESTON... 

Black beauty 

for little lads’ 

feet. Smooth 

leather for 
dress - up; 
long, long 
wearfor 
fun. 








Watch ‘em eat this one up! 


This design is available to shoe 
manufacturers. Write for your 
free sketch TODAY! 


BREZNER’S N ew SQUASY BUK 


TRADE —- MARK 


with vitamin “SEE” 


SEE ... a great new neutral color in trend-setting Squash Buk. 

SEE .... a year-round Father ’n Son favorite for all-year profits. 

SEE ... a Brezner innovation that’s already threatening the “Dirtys” 
and the “Grays” as Top Color in Men’s Footwear. 


Send for swatches or see our representative ... TODAY! 


THE BREZNER DIVISION OF ALLIED KID COMPANY 


145 South Street, Boston 11, Mass. 
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..- Salesmen on the Road 





by BERNICE S. DECKER 


The Distaff Side 


SELLING shoes on the road is 
pretty much a man’s world, even in 
this enlightened age of female 
emancipation. However, it isn’t 
without its distaff side. There aren’t 
too many women selling shoes on 
the road, but a few do show up now 
and then. 

The gals are important when it 
comes to keeping office headquar- 
ters of traveler organizations oper- 
ating efficiently. They’re the ones 
who see that salesmen get sample 
rooms for regional shows, take care 
of registration desks, answer in- 
quiries, help fellows find jobs, han- 
dle reams of correspondence. They 
make it possible for officers of the 
associations to keep busy selling 
shoes—which is their main activity 
anyway. Miss Grace Platt fills the 
job for the Midwest Shoe Travelers 
at their office in the Morrison Hotel 
in Chicago. Caroline Rund does the 
same for the Ohio Shoe Travelers’ 
Club. 

Some of the women have been 
recognized with official positions. 
Mrs. Ruth Whatley is executive 
secretary of Southeastern Shoe 
Travelers, Inc., Atlanta. Miss Aileen 
McGuinn is secretary-treasurer of 
Pacific Northwest Shoe Travelers, 
Seattle. Mrs. Norman Thompson is 
treasurer of Mid-Continent Shoe 
Travelers’ Association, Oklahoma 
City. 

o . a 

A PRIME reason for the growing 
success of the Denver Shoe Shows 
sponsored by the Mountain States 
Shoe Travelers’ Association is the 
Women’s Auxiliary of the associa- 
tion. At the annual meeting of the 
group, the women elected Mrs. 
Keith (Beverly) Johnson as presi- 
dent; Mrs. Tex (Helen) Lindley, 
vice-president; Mrs. Leonard 
(Elizabeth) Fritz, secretary, and 
Mrs. Ralph (Yvonne) George, trea- 
surer. Mrs. Johnson succeeds Mrs. 
Frank (Jerry) Phillips. 
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Board members serve at the shoe 
show desk as hostesses, conduct a 
coffee bar in a room continuously 
through each show, serving home- 
made cookies, sell ads for the Buy- 
ers’ Guide and, at the spring show, 
gave carnations to each retailer’s 
wife registering. 

~ * a 

Miss Naomi Heiliger, Montrose, 
Colo., is a new addition in the ranks 
of shoe travelers, joining the Moun- 
tain States association. She has 
taken over two lines, traveling Colo- 
rado, Wyoming and Utah for Shoo- 
gloves, Fashion Art Footwear, Los 
Angeles, and Colorado, Wyoming, 
Montana, Idaho and Utah for Con- 
tinental Sales Company, Corpus 
Christi, Tex. The latter line in- 


Send contributions to: Mrs. Bernice S. Decker, Salesmen 
on the Road Dept., 228 Greenwood Blvd., Evanston, Il. 


cludes women’s handbags, shoes, 
overnight bags and Western boots, 
all imported from Mexico. 


From Statistics to Selling 
Robert Rother, who represents 
Oomphies, Inc., in the Chicago area, 
made a direct leap from working on 
statistics in an office to selling shoes 
on the road. He had worked for 
some time in the purchasing and 
statistics department of a large 
handbag firm. He thought he might 
like to try his hand at selling, and 
went about it in a sensible way. 
He took an aptitude test, came 
out with one of the highest scores 
in the sales test on record at the 
Klein Institute of New York. The 
(CONTINUED ON NEXT PAGE) 





(FOURTH OF A SERIES) 


LUDWIG BRODRICK is a 
three-time winner of the Star 
Salesman Award for the Five Star 
Footwear Company of Long Island 
City, N. Y. He has been in the shoe 
business all his life and has worked 
at it on three continents. 

Born in Frankfurt am Main, 
Germany, Mr. Brodrick went into 
the shoe business in that country 
as a retail apprentice in 1916. 
Three years later he went into 
wholesale selling on the road for a 
women’s shoe firm. From that he 
moved into selling a manufac- 
turer’s branded line of high-grade 
men’s and women’s shoes. The firm 
he worked for at that time had the 
largest factory of its type in Ger- 
many. 

He continued until 1936, when 
he left the country after Hitler 
came into power. He emigrated to 
South Africa, where he operated 
a shoe repair shop for a year. He 
came to the United States in 1938 
and immediately started to work 
in the shoe business. Associated 
with Golo in the firm’s New York 
City warehouse, he returned to 
selling in 1950 when he became 
associated with Five Star. 

He covers the metropolitan New 
York area. Firm officials report 





STARRING STAR SALESMEN: Ludwig Brodrick 


LUDWIG BRODRICK 
CRT ® 

that they would have liked to have 
seen another of their salesmen win 
the annual Star Salesmen Award, 
after Mr. Brodrick captured it the 
first time. Therefore, point score 
conditions were imposed making it 
more difficult for a New York City 
representative to win. Despite this, 
Mr. Brodrick won the second and 
third year of the contest. 

Married 31 years, he lives in 
Sunnyside, L. I. Since he is on 
the road most of the time, he has 
little time for hobbies or other 
interests. However, he and his 
wife try to get to the opera as 
often has possible. 











result was his current position with 
Oomphies. Firm executives report 
he is living up to his score. 


Noted Here and There... 


The year-end has meant elections 
for a number of the travelers’ as- 
sociations. West Coast Shoe Travel- 
ers’ Associates announced its elec- 
tion results with a colorful New 
Year’s greeting from old and new 
officers. Past presidents of this ac- 
tive group have to keep active. There 


are 10 of them on the new board of 
directors. 
“ +. 7 

Officers of Midwest Shoe Travel- 
ers’ Association didn’t let Chicago’s 
siege of zero weather keep them 
from planning their annual summer 
golf outing. They have picked July 
14 as the date, Itasca Country Club 
as the place. This is a combination 
retailer-wholesaler-traveler event. 


Edward Braverman, New York 











fantastic 


an entirely new concept in shoe closures, 
fantastically easy, fully adjustable, with 
sure-stick grip or instant release... 











Fortune Shoe Company 





closure by Velcro 


STYLE NO. R6495 


“Briar Patch 


SERIES 


Fortune brings you “news in shoes” 
that will draw immediate attention to 
your store. Shown here is the 

new center-seam pattern in black 
smooth leather with closure by Velcro. 
There are six “Briar-Patch” styles 
available for February fifteenth de- 
livery, all priced to retail at $10.95. 
(Also available in boys’ sizes). 


Write for the Velcro story today. 


A DIVISION OF GENERAL SHOE CORPORATION 
NASHVILLE, TENNESSEE 





West Coast Shoe Travelers’ Associates 
officers for 1959 are: bottom row, Ed 
Pankau, left, Sport Specialty Shoemak- 
ers, first vice-president, and Warren G. 
Hickey, Simplex Shoe Manufacturing 
Company, president; top row, Harry S. 
Giassman, left, Bates Shoe Company, 
second vice-president, and Dave Kline- 
smith, executive secretary-treasurer. 


City representative for Marshall, 
Meadows & Stewart and Wilbur 
Coon, is a wise man when it comes 
to choosing vacation time. He takes 
off January 28 for several weeks in 
Hawaii. 
a co es 

The many friends of Henry Thor- 
son, a past-president of the Na- 
tional Shoe Travelers’ Association, 
will be sorry to learn that he is 
reported to have had another stroke. 
He is at his home in Minneapolis. 


Membership drives do pay off. 
Midwest Shoe Travelers’ Associa- 
tion acquired eight new members 
within a few weeks. 


e Trade Literature 


English Directory Published 


LONDON—The Shoe and Leather 
News, an English weekly trade 
magazine, has announced the publi- 
cation of its 1959 edition of “Shoe 
and Leather Trades Buyers Regis- 
ter, Brands Directory and Diary.” In 
more than 500 pages, producers are 
listed alphabetically and geographi- 
cally, and a full list of products is 
classified, from shoes and leathers to 
machines and components, and 
needles and tacks. Subjects are fully 
cross-referenced. The book sells for 
21 shillings, approximately $3. Or- 
ders should be sent to The Shoe and 
Leather News, Spencer House, South 
Place, London E. C. 2, England. 


Boot and Shoe Recorder 





Austin Retail Chain Elects 
Two as Vice-Presidents 
DALLAS—Dale A. Durrett and 
Wallace A. Mason have been elected 
vice-presidents of Austin Shoe 
Stores, 35-unit retail chain with of- 
fices here. The two veteran em- 


DALE A. DURRETT 


WALLACE A. MASON 


ployees assume positions which have 
been vacant for some time. 

Mr. Mason, vice-president of mer- 
chandising, will continue as mer- 
chandise manager. He joined the 
company in 1933. 

Mr. Durrett, who entered the firm 
in 1938 and has served as advertis- 
ing and display director for 12 
years, becomes vice-president for 
store personnel coordination, adver- 
tising and display. He retains his 
previous duties, which have also in- 
cluded store design and furnishings 
as well as buying and merchandising 
of handbags. 

Other officers are: president, J. R. 
Redden; secretary, E. V. Fulkerson, 
and treasurer, A. M. Vrla. 


2 Shoe Retailers Hold High 
Posts in Boston Retail Board 

BOSTON—For the first time in 
the history of the Retail Trade 
Board of Boston, two shoe retailers 
will serve in high offices. 

At the annual meeting, A. D. 
Bourneuf, president of the Thayer 
McNeil Company, was _ re-elected 
president. He began his second term 
as chief executive on January 1. 

At the same time, another well 
known shoe retailer, Philip B. Bayes, 
was elected as one of the board’s 
four vice-presidents. Mr. Bayes is 
president of the Solby Bayes Com- 
pany. During 1958 he served as 
chairman of the membership com- 
mittee. 

Both men also were named mem- 
bers of the board’s governing coun- 
cil. 


January 15, 1959 


Shoe News 





In Frigid Weather, a Summer Preview: 


Color Parades Through Guild Collections 


By ELEANOR M. RUTTY 


NEW YORK — Members of the 
Guild of Better Shoe Manufacturers 
presented their summer collections 
early this month in the midst of one 
of the winter’s coldest spells. 

Brilliant colors and dazzling whites 
brightened the member showrooms 
in a parade of color unequalled in 
the shoe industry’s history. A wide 
range of colors was especially nota- 
ble in the luster leathers and the 
aniline and smooth kidskins. 

Here the orange and geranium 
families were given high priority. 
Bright and light greens, royal and 
turquoise blues, beiges and bronzey 
medium browns, rosy reds and a 
limited amount of the light violet 
family were also important. Ex- 
pected to reach, and very likely ex- 
ceed, last year’s high, white has been 
bought in luster finishes and regular 
smooth calfskin. 

White combined with brilliant col- 
ors—green or blue, for example—is 
a spectator promotion theme with 
one Guild house. White with touches 
of gold has been coming gradually 
into the picture; this summer the 
same Guild member will give it 
sound promotion backing. 


Interest in Lusters 


In leathers there is much interest 
in the lusters, both calf and kid, in 
both colors and white. The leather 
is being used as a trim as well as in 
combination with suede or in all- 
over shoes. Aniline dyed calf and 
kid leathers are also popular since 
they show color to great advantage. 

Strong emphasis is being placed 
on mesh by several Guild members. 
It is being trimmed with lusters and 
in some unusual ways. One Guild 
house is featuring it in a new design 
and a full range of colors in pumps 
and some sandals. 

Fabrics will play an important 
role in summer style lines. They 
too present a wide range of impor- 
tant leather colors. Here again, the 
more promotion-minded of the Guild 
members will promote special fab- 
rics. The liking for luster surfaces 
appears in silk fabrics with the same 


shining surface. An Oriental influ- 
ence is prominent in some of these 
materials. 

Silhouettes will include many 
closed pumps. Along with these, 
however, there will be new opened-up 
silhouettes: open backs and closed 
fronts; open shanks with closed 
backs and toes; open toes coming in 
a little; new ways of opening up 
both vamps and quarters with un- 
usual uses of stripping. Not all 
Guild houses are making much of 
the new trend but some are, and the 
change is being welcomed by retail- 
ers who felt the lack of such shoes 
last summer. 


New Shapes in Lasts 

In lasts the needle toes still lead 
but newer shapes are definitely in 
the picture: elongated but more oval 
in shape and flattened on top. While 
the very high, very slim heels—up 
to 2414 /8—are still very much liked, 
more attention is being paid to the 
18/8, 19/8 and 21/8 heights. And 
all manufacturers see the growing 
need for still lower heels on style 
shoes. 

While the arrival of buyers for 
Guild Week was delayed, in some in- 
stances, by transportation problems 
and the exceptionally cold weather, 
attendance picked up as the week 
went on and some Guild members 
placed strong hopes on the extension 
of the selling period into a second 
week. 


Chandler’s Finishes Project 
In Downtown Minneapolis 


MINNEAPOLIS, MINN.—Chand- 
ler’s Shoe Store in downtown 
Minneapolis has completed a $20,- 
000 expansion and modernization 
project. Hal Moore, store manager, 
said the “fabulous” growth of the 
downtown area has boosted Chand- 
ler sales and made necessary the 
expansion program. The firm sublet 
15,000 square feet of space from the 
adjoining Albert’s Hosiery Com- 
pany and redecorated both the old 
and new quarters, which total 
35,000 square feet. 
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$150,000 Remodeling Is Evidence: 
Positive Approach Pays, Calif. Firm Finds 


SAN DIEGO, CALIF.—“We like 
to sell merchandise that doesn’t come 
back—to customers who do.” That’s 
the aim of Andy Smith, general 
manager of Boldrick’s Fine Shoes 
in San Diego. 

“With us the 
customer is al- 
ways right,” he 
says. ‘‘Costs of 
adjustments are 
so small we can’t 
figure them per- 
centage-wise. Ac- 
tually, we wel- 
come exchange 
customers with 
open arms, with 
the attitude that 
we have a second 
chance to sell 
them — perhaps 
extra shoes or 


have two charts, each showing both 
color and type material. One is for 
my personal reference, the other 
for our handbag girl. If a customer 
comes in with shoes she has bought 


Elegance and practicability combined are keynotes of main 
floor of remodeled Boldrick's Fine Shoes store in San Diego, 


handbags.” Calif., pictured in this unusual photo. A shoe repair shop 


This positive 
approach has 
been paying off for years for Bold- 
rick’s. Recently, it enabled the firm 
to participate with the Scripps fam- 
ily, owners of the store’s building, 
in a $150,000 remodeling which pro- 
duced an ultra-modern department 
store for shoes. Originally 7500 
square feet, the store now covers 
just under 12,000. The remodeled 
shop, one of three Boldrick’s shoe 
centers, consists of a downstairs 
where children’s, young women’s and 
casual shoes are sold; a ground floor 
which handles dress shoes and spe- 
cial fittings, and a mezzanine for the 
credit department and a beauty sa- 
lon. 


Check Stock on 3d Floor 


The third floor is devoted to Bold- 
rick’s management offices and stock 
checking. Merchandise is unloaded 
at a rear entrance, lifted by elevator, 
checked and returned in the same 
manner to various departments. 

Mr. Smith points out that, al- 
though his store is not in the least 
exclusive, there is a definite mer- 
chandising approach. 

“For example,” he says, “every 
shoe we have on display or in stock 
is matched perfectly with a bag. We 


96 


is a feature. 


at another store, we are all too 
happy to have a matching bag made 
up for her.” 

Boldrick’s has had outstanding 
success in promoting single items. 
Recently llama slippers were fea- 
tured. “These literally walked out,” 
Mr. Smith claims. “One salesman 
on the main floor sold nine pairs at 
$7.95 each, even though the slippers 
were located in our casual depart- 
ment downstairs. It was simply a 
matter of taking the order and hav- 
ing the merchandise brought up.” 
Extensive newspaper ads publicized 
the sale. 

“Everyone on our staff has to sell,” 
says Smith. “That runs from sales- 
man to department manager and in- 
cludes me.” Demonstrating this rule, 
Mr. Smith is on the floor every morn- 
ing at 11:30 and remains there till 
3:30. The practice keeps Boldrick’s 
manager in close touch with his 
sales force, and at the same time it 
gives him first-hand knowledge of 
customer needs. 

As a result of this contact, when 
other stores reported slackening 
sales in one particular line, Mr. 
Smith sensed it was not the line’s 
fault but that color and style were 
not being made available in sufficient 


variety. When the company placed 
an order that truly reflected custom- 
ers’ needs, sales not only remained 
stable but increased as well. 

The remodeled Boldrick’s employs 
30 salespersons, many of whom have 
been with the company for years. 
Ben Finley, 81-year-old manager of 
the Colony Room, holds the record— 
41 years without missing a single 
day. 


Monkey Is an Attraction 


The Colony Room, where chil- 
dren’s shoes are sold, features sev- 
eral attractions. There is Shoe-Shoe, 
a monkey who got his name in a con- 
test among San Diego children. Each 
morning his cage is thoroughly 
cleaned and sprayed, and every Mon- 
day he is changed from one cage to 
another. Balloons with Shoe-Shoe’s 
face imprinted on them are given to 
all the children. 

“It’s a good way to get traffic,” 
explains Mr. Smith. 

Further promotion is gained 
through a 644-by-10%4” picture post- 
card of Shoe-Shoe, mailed to well 
over 1000 new parents each month. 
The card reads: “Your first pair of 
baby shoes at half-price. Shoe-Shoe 
suggests that you buy your first 
pair of shoes from Boldrick’s Fine 
Shoes to be sure you get the right 
start. We will sell you your first pair 
at half-price if you bring in this 
card.” 

Boldrick’s follows up every two 
months with a regular-size postcard 
which reminds the customer, “It is 
now time to have the size rechecked 
in order to keep growing feet 
healthy. There is no obligation for 
this service whatsoever.” 


Chicago Summer Showing 
Scheduled for February 8-11 


CHICAGO — The Summer Shoe 
Show of Midwest Shoe Travelers’ 
Association will be held February 
8-11 at the Hotel Morrison. Whites, 
casuals, new releases in women’s 
dress shoes and at-once shoes from 
in-stock houses will be featured. 

The early Easter is: expected to 
make shoes of this type in heavy 
demand and to heighten attendance 
and interest. Coffee and rolls will 
be served to retailers on Sunday 
morning and there will be a cock- 
tail party Sunday evening from 
8:30 on. 
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Midwest Travelers Elect 
Neil Shepard as President 


CHICAGO—Neil K. Shepard has 
been elected president of the Mid- 
west Shoe Travelers’ Association. 
George Hansen is the new vice- 
president, and Joe Morelli was re- 
elected secretary-treasurer. The 
election took place at the annual 
meeting and holiday luncheon late 
last month. 

Mr. Shepard, who represents Blue 
Bonnet Shoe Company, previously 
served as president of the organiza- 
tion. He was also elected a direc- 
tor of the National Shoe Travelers’ 
Association and will attend the 
mid-year meeting in Pittsburgh. Mr. 
Hansen represents the Albert H. 
Weinbrenner Company in the Chi- 
cago area, and Mr. Morelli repre- 
sents the Penobscot Shoe Company. 

New members of the board of di- 
rectors are Norm Canty, William F. 
Stamm, immediate past president; 
O. B. Heaton, Ira Mack, Julian 
Chapman, H. H. Stockfish and Mau- 
rice Bauer. 

Miss Grace Platt continues as 
secretary in charge of association 
office headquarters in the Hotel 
Morrison, Chicago. 





Patent That Won’t Crack 


Something new to watch for is non- 
cracking patent leather. Shoe Fashion 
Board of St. Louis in January press re- 
lease features a DeLiso Deb strap pat- 
tern, the "Suzette," which uses the new 
non-cracking patent with back collar of 
matching peau de soie. Based on a 
pointed toe last with a less-than-high 
heel, the shoe is styled with low dipping 
sidelines. The patent, long a goal of 
tanners, is claimed to outwear conven- 
tional patent, withstand extreme tem- 
perature changes without cracking, and 
retain original brilliance. 
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When Three Are One, Trip to Shoe Store Is in Order 


Triplets’ first birthday is time for fitting their first pair of shoes ... 


and Peter, 


Robert and Kathy, children of Mr. and Mrs. John Kennedy, Hamden, Conn., are 

waited on at Eli Moore, Inc., branch in Hamden by Charles H. Cohan, head of 

the store's footwear division. Scene is the company's girls’ and infants’ store, 

one of two Eli Moore stores at the Hamden Plaza. Its Prep Shop features Ger- 
berich-Payne shoes. 





600 Buyers to View 200 Lines at Empire State Show 


SYRACUSE, N. Y.— “Fashions 
in Footwear” will be the theme of 
the 10th anniversary show being 
sponsored by the Empire State Foot- 
wear Association January 18-20 in 
Hotel Onondaga, here. 

With Mayor Anthony Henninger 
officially designating the entire week 
in honor of the association’s mile- 
stone, windows up and down prin- 
cipal streets will carry special dis- 
plays of shoes. Attractive signs will 
call attention to “Empire State 
Fashions in Footwear.” According 
to Kenneth Beach, publicity chair- 
man, radio and television interviews 
with prominent shoe retailers and 
manufacturers will teli of changes in 
style, improvements in construction 
and other developments in the shoe 
industry during the past 10 years. 

An attendance of some 600 buyers 
and retailers from New York and 
surrounding states, based on last 
year’s registration figures, is ex- 
pected to view as many as 200 top 


brand lines Sunday and Monday, 
January 18-19. Later the group will 
meet for cocktails and dinner Mon- 
day evening in the hotel ballroom. 
John Quinlan, buyer of shoes for 
C. E. Chappell & Sons’ three stores, 
and president of the association, 
will conduct the annual 
meeting at a “members only” brunch 
Tuesday. The three-day convention 
and show will close with election of 


business 


officers. 


Minneapolis Teen Department 
MINNEAPOLIS, MINN.—A new 
“Debster Shoes” department has 
been opened by Dayton’s as a phase 
of its new “Debster Shop” on the 
fourth floor. The department fea- 
tures footwear especially designed 
and selected for Flats and 
mid-heels are carried in a $9.95 to 
$12.95 price range. The new “Deb- 
ster Shop” was formally opened with 
a fashion show. Music, soft drinks 
and prizes were on the program. 


teens. 
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Same Boot, 46 Sizes . . . Result: Sales 


This window display of one style of hunting boots in 46 different sizes formed the 

backbone of a successful promotion by Weinstock-Lubin & Company department 

store in Sacramento, Calif. Circular panel at the back featured a breakdown of 

the component parts of the sportsman boot. Buyer Low Fulford reported sales 
were substantially increased as result of promotion. 





Vanilla Ice Color Promoted 
With ‘Ice Cream’ Displays 

ST. LOUIS—Vanilla Ice, “the 
newest fashion color for the young 
set,” was introduced here as a Stix, 
Baer & Fuller department store 
holiday promotion. Colorful interior 
displays were set up on both the 
downtown and suburban operations. 
Utilizing eye-appealing props such 
as sundaes, sodas and ice cream 
parlor furniture, the displays 
showed the widespread possibilities 
for coordinating Vanilla Ice foot- 


ae | 


Interior display for Vanilla Ice. 


wear with colorful apparel. 

According to a shoe department 
executive, the Vanilla Ice sold “sur- 
prisingly well” for such an early 
presentation of a spring fashion and 
size-ins were ordered during the 
holiday week. The color was intro- 
duced in three styles: a shield-type 
T-strap decorated with tiny black 
jets; a low-placed T with perfs un- 
derlaid in black; and a luster pump 
with a tulip-shaped vamp ornament. 

Newspaper ads also were used to 
laud the color, the first promotional 
selection of the industry’s Children’s 
Style Committee. 


Northwest Travelers Elect 


ST. PAUL, MINN. — George C. 
Blackett has been elected president 
of Northwest Shoe Travelers, Inc., 
for 1959. R. C. Madlener is first 
vice-president; A. L. Schuster, sec- 
ond vice-president, and Paul D. 
Cook, secretary-treasurer. 

Directors are Edmund J. Trench, 
Joseph N. Brisbois, Roy C. Miller, 
Keith L. McCarthy, William F. 
Strub, Howard Theis and Donald 
Cikey. Henry Thorson is president 
emeritus. 


Industry Group Urges: 
Stress Color, Fashion 


For Hosiery Volume 


NEW YORK—“Colored stockings 
have accelerated the fashion im- 
portance of legs,” according to 
Hosiery Fashion Executives, “and 
spring 1959 will add impetus to 
growing hosiery fashion volume 
sales figures.” 

HFE, a group of women in the 
hosiery industry directly concerned 
with styling, advertising and sales 
of branded hosiery lines, considers 
that color and fashion in stockings 
are now accepted—and that bigger 
business for stores depends upon re- 
lated promotion with advertising, 
fashion and display departments. 
The group makes a special point of 
the importance of good lighting for 
showing up the stocking colors. 

The Fashion Executives group 
summarizes spring ready-to-wear 
colors as follows: hot pinks to red, 
with geranium the newest tone; 
green with a blue cast jade the new- 
est, and volume continuing in lime 
green; yellow from pale citrus to 
a gentle sunny blush orange; tur- 
quoise and aqua the incoming blues, 
violet and periwinkle for promotion, 
medium blue for volume and a bright 
navy for renewed navy enthusiasm. 

Off-white, white, black and white 
are considered leading basics and 
bone big volume. Amber to honey- 
brown is preferred to flat beige. 
Grey is regarded as a limited high- 
fashion color, to be noted for fashion 
volume attention this fall. 

HFE says there need not be any 
slackening of fashion stocking sell- 
ing in summer if a concerted effort 
is made to emphasize sunburned-leg 
fashions and good grooming for sum- 
mer days and evenings. Texture 
will be important in stockings for 
the occasion, and the group feels 
there are many possibilities for pro- 
moting full-fashioned and seamless 
stockings in texture and color. 

The increased number of opened- 
up shoes gives new opportunities for 
color and style coordinations. Hos- 
iery departments are urged to show 
the customer the many and varied 
uses of colored stockings, in the mix- 
ing of colors in stockings and other 
accessories, light with dark and 
bright with neutral. 


Boot and Shoe Recorder 





Census of Retail Business 
Underway; First in 4 Years 


WASHINGTON, D. C.—The 1958 
Census of Business, first survey of 
its kind since 1954 among the na- 
tion’s retail trade, is being conducted 
this month. 

According to the Census Bureau, 
the study will cover operations dur- 
ing 1958. Reporting forms are be- 
ing mailed to all retail firms which 
employed paid personnel last year. 
(Census data for businesses with no 
paid workers in 1958 will be ob- 
tained instead from income tax re- 
turns.) 

Retail businesses, except those 
with multiple establishments, are 
asked to return the completed forms 
within 20 days. Additional time may 
be granted where necessary. 

Among the questions to be asked 
are: name of establishment; loca- 
tion; social security employer identi- 
fication number; legal form of 
ownership; method of selling; total 
sales in 1958; payroll and paid em- 
ployees in 1958; leased department; 
operations on premises; kind of 
business. 





Southwestern Winner in ‘Coffee Bean’ Window Contest 


This unusual window at Sunstrum's, Colorado Sprinas, Colo., won top regional 
award in “Coffee Bean" promotion conducted by Freeman Shoe Corporation. 
Stores in Colorado, New Mexico, Arizona and a part of west Texas competed. 
Owner of the store, John Sunstrum, also has a store in Oskaloosa, Ia., now oper- 
ated by his son, William. V. O. (Eddie) Edwards is shoe buyer for the Colorado 
store. Award was announced by Freeman vice-president, sales, John D. Tobias. 


You'll sell even MORE DANSKINS in the cold-weather months ahead 


and your market will keep 
growing BIGGER-—thanks 
to Danskin’s national 
advertising campaign in 


SEVENTEEN 
NEW YORKER 
MADEMOISELLE 


NEW YORK TIMES 
MAGAZINE 


DANCE 


SKATING AND 
SKI MAGAZINES 


the finest quality 
TIGHTS 


LEOTARDS 


TRUNKS 
full- fashioned 
for perfect fit— knit of 
HELANCA stretch nylon 


rl 
U. S. Patents No. 2,697,925 
No. 2,706,389, No. 2,799,023 


Sell...Sell... Sell 
The Biggest Market 
in Danskin History! 


More and more — little girls are 
living in Danskins! Delightfully 
snug-fitting—so easy to care for 
—so comfortable, for playtime, 
indoors or out! Mixed or 
matched with leotards, Danskin 
tights are all-time favorites, too, 
for little ballerinas and skaters. 
Famous for their knitted-in 
flawless fit — they wash and dry 
quickly! 


NEWEST COLORS, PATTERNS, 
STRIPES AND TEXTURED LOOKS! 
FULL FASHIONED TIGHTS— 
for Children from $3.50; 
for Women from $3.95 
SEAMLESS TIGHTS— 
for Women $4.95 
LEOTARDS— 
for Children from $3.50; 
for Women $4.50 
TRUNKS—for Children $1.65; 
for Women $1.95 
All prices are retail. In stock for 
immediate delivery and fast fill- 


ins. Order direct. Write for com- 
plete information and catalog BJ. 


3 
DANSKIN, INC. 437 FIFTH AVENUE, NEW YORK 16, N. Y. © AMERICA’S FOREMOST STYLISTS AND MAKERS OF TIGHTS, LEOTARDS AND TRUNKS 
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Display Space Increased to Reassure Hesitant Shoppers 


SAN FRANCISCO—Byron’s, 41- 
year-old retail operation, has com- 
pleted an extensive remodeling and 
enlarging project without any halt 
in normal] business. 

In expanding the store, Byron Ei- 
senberg kept in mind that additional 
stockroom space and wider aisles 
were necessities, but that the need 
for more display areas in the store’s 
windows was equally important. 

Through the years the store has 


been operated by the Eisenberg fam- 
ily, the owners have noted that their 
customers want to be sure the store 
stocks a particular style before they 
come in to ask for it. If they fail to 
find the style or leather or color in 
the windows, they are sure the store 
doesn’t have it and they just don’t 
come in. 

Consequently the store windows 
are always filled to capacity with 
shoes, and every available area with- 





Sales continue 6 RISE - — 


Smert, new swirl stitch-and-turn pattern in black smooth 
leather, twin saddle-strap slip-on casual, twill vamp lining, steel 
arch, leather quarter lining, Nylon stitched, Nuclear outsole, 
rubber heel, on our new No. 15 Combination last. IN-STOCK 
to retail profitably at $9.95. Also in dark brown as 0-LARRY 
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in the store is utilized to good sell- 
ing advantage by mass displays of 
socks, slippers and handbags as well 
as footwear. 

Language barriers probably have 
something to do with the diffidence 
on the part of the customer to “ask 
for it.” The store’s location in the 
Mission Street shopping district is 
also the heart of a district populated 
by South Americans, Puerto Ricans 
and others who are more familiar 
with languages other than English. 

By enlarging, the store was able 
for the first time to give a semblance 
of privacy to the male customer who 
dislikes being fitted side by side with 
women customers. In the men’s de- 
partment, comfortable lounge ban- 
quette seats have been installed and 
warm red carpeting contributes to 
a truly masculine atmosphere. A 
self-service slipper and hosiery bar 
in the department was an immediate 
success from the standpoint of rapid 
merchandise turnover with little help 
from the clerks. 

Byron’s was founded by Ernest 
Eisenberg, and his wife, Gertrude, is 
still active in the business. His son, 
Byron, is manager. There is also a 
Byron’s in the Stonestown Shopping 
Center, San Francisco, and a third 
store in San Mateo, Calif. 

While the Mission Street store was 
being remodeled, merchandise got 
dusty and customers had to duck 
scaffolding. But the store’s principal 
concern was to keep open. Many of 
its customers are third and fourth- 
generation members of families ac- 
customed to buying from Byron’s. 


Retailer Kits to Accompany 
Leather Industries Promotion 

CHICAGO — Tie-in display kits 
will be provided free to shoe retail 
outlets around the nation in connec- 
tion with a full-page, color advertise- 
ment which Leather Industries of 
America will run in the March Play- 
boy magazine. The kits will consist 
of die-cut counter cards and a 
mounted reprint of the ad. 

As a merchandising service to shoe 
advertisers, the magazine with its 
March issue will begin offering free 
full-page trade advertisements in 
Boot AND SHOE RECORDER for each 
full page in Playboy. The advertisers 
may use any Playboy issue from 
March through August, 1959 to 
qualify. 
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e What's New 


Ohio Rubber Co. Appoints 
Distributors for Line of Lifts 


WILLOUGHBY, O.—Distributors 
have been named for a new line of 
Orthane top-lifts and Orthane Su- 
perlift combination lifts and rein- 
forcing dowels, which has_ been 
introduced by the Ohio Rubber Com- 
pany here after lengthy testing. Ac- 
cording to the company, tests showed 
that the polyurethane lifts will out- 
wear other materials; will not 
spread, chip or crack, and will not 
mar floors. In addition, they are 
said to be readily nailable and ma- 
chinable, and also to be noiseless. 

Distributors were listed as: 
United Wood Heel Company, St. 
Louis, for the St. Louis area; Vul- 
can Corporation, Cincinnati, O., for 
the Cincinnati and Endicott, N. Y., 
areas; New York Progressive Wood 
Heel Company, New York, for the 
New York and Philadelphia areas, 
and Sabelman Plastic Heel Com- 
pany, Lewiston, Me., for the New 
England area. 


Textileather Division to Make 


Velvet-Like Uppers Material 


TOLEDO, O.—Tolex Velvin, a new 
vinyl-coated material with a sueded 
finish, will be produced by the Tex- 


tileather division of The General 
Tire & Rubber Company, here, in a 
full range of colors and various 
weights for men’s and women’s 
uppers, inserts and plugs. According 
to the manufacturer, the material 
feels like velvet, is warm and soft to 
the touch and has the appearance of 
a soft fabric or suede leather. 

Velvin is described also as easy to 
clean, scuff - resistant and _ long- 
wearing. It is color fast and will not 
crock, the company adds. 

Textileather plans to introduce in 
1959 new textures and effects in 
Tolex upper materials for women’s 
shoes. In its Rayette line, the divi- 
sion plans new novelty and grained 
effects for socklinings in women’s 
and girls’ shoes. 

Early in the year, a line of Nygen 
Tolex quarterlining for men’s and 
boys’ footwear will be introduced. 
Tolex Patenel, another product of 
the division, will be made for uppers 
and stripping on women’s shoes. 
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M. T. Shaw’s Sales Up 10% 
COLDWATER, MICH.—Officials 
of M. T. Shaw, Inc., manufacturers 
of men’s shoes, say 1958 was their 
company’s biggest year in history, 
both in production and total sales. 
“Sales for the year were up 10 per 
cent over the previous year, even in 
the face of a generally lower trend 
apparent in the industry as a 
whole,” said a company spokesman. 
According to President M. T. 





Shaw, Jr., “Sales were in excess of 
$2 million for 1958, with production 
operating at an 1800 pair-per-day 
level.” 


Wellco Corp. Profit-Sharing 

WAYNESVILLE, N. C. — The 
second half of $53,981 distributed 
to employees of Wellco Shoe Cor- 
poration in 1958 as their share of 
the firm’s net profits was paid last 
month, officials reported. Such pay- 
ments have totaled $513,384 since 
the firm set up the profit-sharing 
system in 1953. 
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FINEST QUALITY GLOVE LEATHER and SUEDE! 
IN STOCK AND FAST MAKE UP PATTERNS! 


FOR COMPLETE INFORMATION AND ADVERTISING ASSISTANCE WRITE 
Pacific Shoe Company a2» veumar aivo. 


DIVISION OF OMEGA SHOE CO 


Fashion’s most complete, 
most popular and 

most PROFITABLE line 
of low heel shoes! 
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Rubber Company Officials 
See Favorable Year Ahead 

NEW YORK — Two officials of 
major rubber companies have fore- 
cast a favorable year for their in- 
dustry in 1959. 

H. E. Humphreys, Jr., chairman 
of United States Rubber Company, 
said rubber industry sales should 
set a new record of more than $6 
billion compared with an estimated 
$5.5 billion in 1958. U. S. Rubber, 
he added, plans capital expenditures 
of about $30 million this year as 


against $25 million in 1958. 
Meanwhile, J. W. Keener, presi- 
dent of The B. F. Goodrich Com- 
pany, said in a year-end statement 
that the rubber industry could well 
“run a little ahead” of the rest of 
the U. S. economy this year. He 
predicted the industry “will bounce 
out of its 1958 dip and resume its 
long-term growth pattern,” with the 
U. S. consuming about 1.5 million 
long tons of new rubber in 1959— 
compared with some 1.35 million 
long tons in the year just ended. 








THE NEW 


Another New De- 
velopment in Pierce's 
Family of Trees. 


full tree or last. 


a minimum. 





Imperial 


SHOE TREE FOR MEN 


. . « Perfect Fitting—Trees the shoe the same as a 


. . « Automatic spring adjustment in forepart and handle 
provides wide fitting range. 
. . . Only 4 sizes required—Keep your inventory at 


. .. Priced to Retail at $2.95 to $3.25. 
immediate delivery. Send your trial order today. 


CS. PRERCE COMP scssccrcsers 


i Beautiful 
Mahogany Fore- 
part with Newly 
Designed handle. 





In Stock, for 











Profit Sharing Reflects Peak 
Sales for U.S. Shoe Corp. 

CINCINNATI, O.—An all-time 
high in sales for the United States 
Shoe Corporation during 1948 was 
reflected by a record profit-sharing 
distribution, company officials re- 
ported. Employees received profit- 
sharing and Christmas bonus pay- 
ments totaling $1,241,010. 

According to Joseph S. Stern, 
chairman, and A. B. Cohen, presi- 
dent, almost 3000 workers were 
eligible to share in the $987,892 
profit-sharing pool. A Christmas 
bonus went to the approximately 
4500 employees of the firm. 

Sales of the company in 1958 ex- 
ceeded 6.6 million pairs. A wholly 
owned subsidiary, Joyce, Inc., also 
reported increased sales. 

Mr. Stern and Mr. Cohen also 
said advance sales booked for 
spring are ahead of a year ago. 

The company’s directors declared 
a special year-end dividend of 25 
cents per share, payable January 
14 to stockholders of record De- 
cember 26. This was in addition to 
a regular quarterly dividend of 30 
cents, payable on the same basis. 


Wolverine Shoe & Tanning 
Declares 2d 1958 Dividend 


ROCKFORD, MICH. — Directors 
of the Wolverine Shoe and Tanning 
Corporation declared a 25-cent divi- 
dend—the company’s second of 1958 
—payable January 5 to shareholders 
of record December 20. 

A. K. Krause, president, said im- 
proved earnings for the year indi- 
cated that “although work lines felt 
the effects of the recession early in 
the year they are now back to nor- 
mal. The growth of the men’s cas- 
ual business and increased leather 
sales have added considerable vol- 
ume,” he added. The firm makes 
men’s casuals under the name “Hush 
Puppies” and pigskin leather for 
women’s shoes, as well as lines of 
work shoes and boots and work 
gloves. 


Lucey Pays Profit Shares 

BRIDGEWATER, MASS. — Em- 
ployees of the John E. Lucey Com- 
pany, Inc., received profit-sharing 
checks totaling more than $120,000 
at the shoe manufacturing firm’s 
annual Christmas party. 
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FOAM & SPONGE RUBBER 
Make Walking 


a Pleasure! 





Sponge rubber extends over entire area 
of the foot . . . and the foam rubber 
affords mild metatarsal and longitudinal 
support—luxurious comfort for the entire 
foot. Topping is calfskin leather. Insole 
perforated to allow free passage of air. 


CANCELLATION ainags OWNERS: 


eS % 6 AN RES 
OVERHEAD 
CAN FOOL YOU. 


” The total ‘aie. -NOT the kind 

of sales determines the overhead 
expense or COST 

OF DOING BUSINESS. 


sells large quantities of 

quality branded shoes and meets 
competition nationally. Weil 
offers better values and 


Each pair attractively packaged 
and Polyethelene wrapped. 


Men's sizes 6-13 
STOCK NO. 704 


$13.80 Dz. Pr. 


Mail Orders Promptly Filled 
Write for FREE Full-Line SCOTT CATALOG 


SCOTT 


FOOT APPLIANCE CO. 
1701 WEBSTER ST.-OMAHA, NEBR. 
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© Obituaries 


OTTO K. DORN, 83, a retired 
shoe dealer and manufacturer who 
had been identified since 1933 with 
the “single tax’? movement, died De- 
cember 26 in Bronxville, N. Y. As 
president of the Dorn Shoe Com- 
pany, outgrowth of a Cleveland re- 
tail operation founded by his father, 
Mr. Dorn expanded the firm into a 
chain organization with two stores 
in Cleveland and others in Detroit, 
St. Louis, Duluth, Minneapolis and 
Chicago. In 1920 he went to New 
York as president of the Ground 
Gripper Shoe Company, which had 
acquired the Dorn firm. He is sur- 
vived by his wife, Amanda; a son, 
Paul; a grandson and a great-grand- 
son. 


ALEX DREES, 80, owner and 
operator of the Star Shoe Company 
store in Lafayette, Ind., until he re- 
tired in 1950, died last month at 
Crete, Ill., after suffering a heart 
attack. He was stricken in the home 
of a niece, with whom he had lived 
since his wife’s death. There are 
no immediate survivors. 
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HENRY J. HANSON, 59, owner 
and manager of Norbeck’s Shoe 
Store, Rockford, I]. since 1952, died 
December 31 following a _ stroke. 
Born near London, England, he 
came to America with his parents 
early in life. He had served as audi- 
tor and treasurer of the Rockford 
Consolidated Newspapers for a 
number of years before starting in 
the retail shoe business. He is sur- 
vived by his widow and three 
daughters. 


MORRIS KATZ, 62, who operated 
the Lakewood Juvenile Shoe Com- 
pany, at Lakewood, O., until he left 
active business about a year ago, 
died December 23. Before coming to 
America in 1940, he was the opera- 
tor of a large shoe chain in Ger- 
many. Surviving are his widow, 
Rose; a son, Julius; a daughter, Mrs. 
Henny Porter; a brother, Isaac, 
and two grandchildren. 


ISIDORE FERDERBER, a Ma- 
drid, Ia., shoe store owner, died 
there recently after a short illness. 
He is survived by his widow, three 
sons and three daughters. 


AUGUST F. MILLER, 68, a part- 
ner with his son, Craig Miller, in 
the Craig Shoe Store, Orchard 
Park, N. Y., near Buffalo, died De- 
cember 27 in his home in Hamburg. 
A lifelong resident of Hamburg, 
Mr. Miller was a former trustee of 
the village. 


IRVING BURSACK, 46, manager 
of a Baker Shoe Store in downtown 
Youngstown, O., died December 29 
after a nine-month illness. He had 
come to that city three years ago 
from Dayton, O., where he also had 
managed a Baker store. He was 
with the company 13 years. His 
widow, Blanche; two sons and two 
daughters, two brothers and his 
mother survive. 


EDWIN W. LAUCK, 68, veteran 
Buffalo, N. Y., shoe retailer, died 
December 27 in a Buffalo hospital. 
He operated Lauck’s Shoe Store for 
more than 40 years until his retire- 
ment three years ago. He was a 
former president of the Greater 
Buffalo Shoe Merchants Associa- 
tion. Surviving are his widow, three 
sons and two daughters. 





U. S. Lists Leather Articles 
Subject to 10% Excise Levy 

WASHINGTON, D. C.—The In- 
ternal Revenue Service has issued 
new lists of leather articles subject 
to the 10 per cent federal excise tax 
at retail, and those that are not. 

Effective this month, retailers are 
required to collect a federal tax on 
the selling price of the following: 

Attache cases, bathing suit bags, 
beach bags or kits, billfolds, Boy Scout 
packs (including duffelbags, haver- 
sacks, musette bags, yucca bags and 
Rover packs), briefcases of any mate- 
rial, briefbags of any material, camping 
bags, card cases, carryall bags, coin 
purses, collar cases, cosmetic bags and 
kits, ditty bags, dressing cases, duffel- 
bags, furlough bags, garment bags de- 
signed for use by travelers, Gladstone 
bags, handbags. 

Also, hatboxes designed for use by 
travelers, haversacks, key cases or con- 
tainers, knapsacks, knitting bags (suit- 
able for use as purses or handbags), 
locker trunks, makeup boxes, manicure 
set cases, memorandum pad _ cases 
(suitable for use as card or pass cases, 
billfolds, purses or wallets), messenger 
satchels, money satchels, musette bags, 
overnight bags, pass cases, pocket- 
books, pocket secretary cases, portman- 
teaus, purses, religious vestment cases. 

Also, ring binders of any material 


capable of closure on all sides, roll-up 
toilet kits, salesmen’s sample or display 
cases, bags, or trunks, satchels, shoe 
and slipper bags, shopping bags suit- 
able for use as purses or handbags, 
suiteases, tie cases, toilet kits and 
cases, tote bags, train cases, traveling 
bags, trunks, valises, vanity bags or 
cases, wallets and wardrobe cases. 

The following articles are not sub- 
ject to tax: 

Beverage bottle carriers, bowling ball 
bags with or without space for shoes 
or other wearing apparel, Boy Scout 
packs 1024 and 1225, comb cases, 
diaper bags, glove cases, handkerchief 
cases, hosiery cases, insulated bags for 
keeping foods or liquids hot or cold, 
laundry mailing cases, lingerie cases, 
military discharge cases, mirror cases, 
nail-file cases, nursery bags, raincoat 
and rainwear cases, saddlebags (includ- 
ing bicycle and motorcycle saddlebags) , 
school bags (not otherwise taxable as 
briefcases, briefbags, or ring binders) 
and skate cases. 

Cases involving doubt should be 
referred to the Commissioner of In- 
ternal Revenue, Washington 25, 
D. C., for a specific ruling. 


Shoes for ‘Queen’ and Court 

NEW YORK—The queen of the 
Tournament of Roses, held New 
Year’s Day in Pasadena, Calif., and 
her court of six ladies-in-waiting 


were each presented with a ward- 
robe of four pairs of I. Miller shoes 
to wear in the parade. Bullock’s of 
Pasadena presented the footwear. 


Fall Men’s Wear to Stress 
Brown, Allied Kid Predicts 

NEW YORK—Brown will receive 
fashion emphasis in slacks, suits 
and jacket fabrics for fall, 1959, 
according to the Fashion Bureau of 
the Allied Kid Company. 

Some additional predictions: 

® That gray will follow brown in 
fashionableness. However, the gray 
will be lighter than the gray of re- 
cent years. 

® That beige will remain the big- 
gest seller in the men’s field because 
it goes into so many different gar- 
ments. It is preferred for rainwear 
and is indispensable for chino pants 
both in university or work clothes. 

@ That outerwear will feature 
solid colorings and smoother weaves 
in fabrics. Because the slacks and 
jackets will be conservative the ac- 
cents will be important: socks and 
footwear, and the front of the sports 
shirt that shows because of the 
cardigan sweater. 





if You're Looking For 
Shoes With 

Terrific Turnover and 

Tots-to-Teens Appeal 
That Sell For Less And 
Give You More Mark-Up, 
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Prompt IN STOCK service. Order now. 
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Byron Gray Retires 


At International Shoe 


ST. LOUIS—Byron A. Gray, 
chairman of the board of directors 
of International Shoe Company, re- 
tired January 1 after 50 years of 
association with the company. Mr. 
Gray celebrated his 70th birthday 
early this month. 

Announcement of his retirement 
was made at the conclusion of Mr. 


BYRON A. GRAY 


Gray’s address to the Progress Club, 
a company group composed of execu- 
tive and administrative personnel, 
at the organization’s December 
meeting. 

The retiring board chairman’s 
career with International included 
posts as company auditor, secretary, 
vice-president, president from 1939 
to 1950, and chairman of the board 
from 1950 through 1958. He served 
for a number of years as a director 
of the National Association of 
Manufacturers and was_ recently 
made an honorary director of the 
National Shoe Manufacturers Asso- 
ciation following his long connection 
with that organization as an officer 
and director. 

During World War II he made a 
material contribution to the shoe 
industry by his service on a number 
of industry committees. Presently 
he is on the board of the St. Louis 
Union Trust Company and the First 
National Bank in St. Louis. 

Mr. Gray expects to continue mak- 
ing his home in St. Louis, have an 
office at the shoe company, and spend 
extra time at his favorite recrea- 
tions, traveling, fishing, and hunt- 
ing. 
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Factory Conference to Study Vulcanizing 


NEW YORK—A special session 
on vulcanized-process shoemaking 
is planned as part of the National 
Shoe Manufacturers Association’s 
Factory Management Conference, 
January 31 through February 3 in 
Cincinnati, O. 

According to the NSMA, a capa- 
city attendance is expected at the 
session, set for Monday, February 
2. General chairman of the event is 
Paul Crane of Roberts-Hart, Inc. 
Les Heideman of International 
Shoe Company and George Kern of 
Endicott Johnson will assist. 

The program, which the associa- 
tion says is “believed to be the most 
extensive yet presented on the vul- 
canizing process in the shoe indus- 
try,” will include an analysis of all 
major machinery and methods uti- 
lizing the principle. Each of five 
industry speakers will discuss a 
type of vulcanizing equipment and 
system with which he has worked. 
They are: 

Otto Woerner of the H. H. Brown 
Shoe Company, discussing the Brit- 
ish United Process; Sam Perling of 
Georgia Shoe Company, the Ro- 
Search Process; Tibor Foldes, 
Skippy Footwear Company, the 
Nova Process; Peter Solomon of 
Joseph Herman Shoe Company, the 
Desma Process, and James Cheek 





Marion Marsh Named Head 
Of Shoe Women Executives 

NEW YORK—Marion Marsh of 
Partners-in-Fashion will serve as 
president of Shoe Women Execu- 
tives, Inc., for 1959. Billie Howard, 
Howard Consultants, is chairman of 
the board. 

Other new officers are: vice-presi- 
dent, Faie Joyce, Joyce, Inc.; execu- 
tive vice-president, Elsa Metzger, 
Selby International, Inc.; secretary, 
Eva Gould, Pappagallo, Inc., and 
treasurer, Marianne Tater, Oom- 
phies, Inc. 

Board members are: Thelma Hen- 
nessey, National Shoe Retailers As- 
sociation; Kay Slater, Mutual Shoe 
Company; Eleanor Stewart, Lloyd & 
Taylor, and Dorothea Warren, Shoes 
Associated. 


of General Shoe Corporation, the 
Cema Process. 

A special questionnaire is being 
sent out to all firms making vul- 
canized shoes, asking detailed in- 
formation on important aspects of 
this process. The information will 
serve as a discussion base during 
the session. 

While primary emphasis will be 
given to men’s work shoes and 
men’s volume-priced dress shoes, it 
is probable that application of the 
process to boys’ and youths’ shoes 
will also receive attention, the 
NSMA said. 

Focus will be on the chief char- 
acteristics of the major types of 
vulcanizing machinery and_ the 
various shoemaking problems and 
techniques involved. Discussion 
will also be given to merchandising, 
production costs, plant layout and 
other factors. 


U. S. Shoe Builds Addition 
To Factory at Ripley, O. 

RIPLEY, O.—United States Shoe 
Corporation, which has operated a 
branch factory here since 1952, ap- 
pealed to the Village Council for 
construction of an addition to the 
municipally-owned factory. The firm 
was cramped for production space. 

The council lost no time in work- 
ing out a new agreement permitting 
the immediate start of work on a 
one-story masonry annex costing 
about $50,000. Production at the 
factory is up to 2500 pairs of 
women’s footwear daily. 

To save the time which would be 
consumed by floating bonds and seek- 
ing bidders on a public construction 
contract, an agreement was reached 
the will fi- 
construction » of 4800- 
square-foot addition. A lease 
was granted with a reduced rental. 


which company 
the 


new 


under 
nance 


The council will retain title to the 
property. But at the termination of 
the lease or at any time when oc- 
cupancy ceases, the plant will pass 
into sole possession of the town. 

Plans call for occupying the annex 
in February. 
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Outlook for 1959 Production: 


NESLA Sees Record 603 Million Pairs 


BOSTON—Record U. S. shoe pro- 
duction of 603 million pairs in 1959, 
with New England manufacturers 
accounting for 206 million pairs of 
that figure, is the prediction of 
Maxwell Field, executive vice-presi- 
dent of the New England Shoe and 
Leather Association. 

In his annual forecast, Mr. Field 
estimated 1958 output at 588 million 
pairs compared with an all-time peak 
of 597.6 million pairs in 1957. 

Pointing out that the New En- 
gland shoe industry has for over 35 
years “maintained a ratio equal to 
33 per cent of U. S. shoe output,” 
the NESLA executive predicted that 
New England production will con- 
tinue on the current ratio of 34.2 
per cent. “A high level of employ- 
ment and stable earnings” are also 
forecast. 

“We estimate that New England 
shoe output increased to 201 million 
pairs in 1958 (while the country as 
a whole declined),’”’ Mr. Field said, 
“compared with 198 million pairs in 
1957 and a record high of 204 mil- 
lion pairs in 1955.” 


‘Retail Business Good’ 


“These forecasts,” he added, “are 
based on the fact that retail shoe 
business has been good in recent 
months. Inventories of retailers and 
wholesalers have been maintained at 
comparatively low levels. Early 
snowstorms in many parts of the 
country have enabled shoe merchants 
to completely sell out their stocks 
of snow boots, overshoes and rub- 
bers, thus putting needed working 
capital into their hands. 

“This will undoubtedly stimulate 
spring shoe buying at the wholesale 
and manufacturing levels during the 
first quarter, at least.” 

According to Mr. Field, “Im- 
provement in the shoe industry dur- 
ing 1959 will also be favorably in- 
fluenced by general business better- 
ment in the national economy... . 
The stee] and automobile industries, 
plus housing, are expected to lead 
the country into another prosperous 
period. The shoe industry should 
again be in the vanguard of this de- 
velopment.” 
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In reviewing the year just ended, 
Mr. Field said “1958 was character- 
ized by a comparatively sluggish 
rate of production in the first half 
and a surprising spurt in the final 
months.” In the first 10 months, the 
average factory price of shoes 
shipped declined 1 per cent from 
1957. 

During the first 10 months also, 





MAXWELL FIELD 


said Mr. Field, U. S. shoe production 
declined 3.9 per cent. New England’s 
decline during this period, however, 
was only 1.4 per cent, he declared. 

Shoe shipments from that region 
during the whole year were esti- 
mated at 203 million pairs valued at 
about $700 million. 

“Increases averaging 2 per cent 
are forecast for 1959,” Mr. Field’s 
statement said, “which would equal 
206 millions in output and ship- 
ments and $714 million in dollar 
value.” 


Massachusetts Leads 


More specifically, Mr. Field noted 
that Massachusetts led all states in 
1958 in total shoe production. 

Turning to leather and hides, Mr. 
Field said domestic cattle slaughter 
declined by more than 10 per cent 
in the first 10 months of 1958. Total 
kill was estimated at 23.6 million 
hides. 

“However, there continues to be a 
large net export volume of approxi- 
mately 5 million hides, so that the 
available supply consumed by domes- 
tic tanners approximated 18.6 mil- 
lion. Cattle hide supplies in 1959 


are expected to be maintained at ap- 
proximately this same level. At this 
writing, supply is not keeping pace 
with demand. 

“Calf and kip skin supplies of ap- 
proximately 9.5 million pieces for 
1958 will be reduced by a net export 
volume of 2.5 million skins. Cur- 
rently, the supply of calf skins, due 
to reduced kill and increases in ex- 
ports, is lagging far behind demand, 
with prices at the highest levels 
since the Korean War period.” 


Rebuttal Due Jan. 23 


In Brown Trust Trial 


ST. LOUIS—January 23 has been 
set as the date for the Government’s 
rebuttal in the anti-trust litigation 
challenging the G. R. Kinney Com- 
pany merger with Brown Shoe Com- 
pany. 

The rebuttal will be heard in the 
Federal District Court for the East- 
ern District of Missouri with Judge 
Randolph H. Weber presiding. Court 
sources indicate that proceedings 
may carry over to January 24. 

After two and one-half years of 
pre-trial proceedings, the case came 
to trial last August 4 before Judge 
Weber. During the eight weeks of 
the major phase of the trial, the 
court heard a total of 68 witnesses 
and received in evidence hundreds 
of exhibits totaling thousands of 
pages. The transcript alone contains 
about 5000 pages. Date of the court 
decision cannot be predicted at this 
time. 

Brown Shoe Company’s recently- 
issued annual report to stockholders 
has this to say about the anti-trust 
litigation: “The company and its 
attorneys feel that the testimony 
and exhibits showed that the merger 
was not a violation of anti-trust 
laws and that it has not and will not 
lessen competition or tend to create 
a monopoly. 

“The vast and varied nature of 
shoe retailing in America was 
shown, with evidence indicating that 
there are at least 70,000 outlets 
where shoes are sold today in a 
great variety of types of stores. We 
feel confident that the shoe business 
will continue to be characterized by 
vigorous competition at all levels 
with the resulting benefits of good 
shoe values for the American con- 
sumer.” 
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WASHINGTON, D. C.—The Bu- 
reau of the Census has made public 
the questions it is asking the na- 
tion’s manufacturing companies, in- 
cluding footwear makers and sup- 
pliers, this month in the 1958 Census 
of Manufactures. 

Report forms covering manufac- 
turers’ operations during calendar 
year 1958 are being mailed to an 
estimated 285,000 firms which em- 
ployed paid personnel during all or 
part of the year. The forms are 
returnable within 30 days after re- 
ceipt, but the deadline may be ex- 
tended “where circumstances make 
compliance impracticable.” 

Over 200 different report forms 
have been prepared to accommodate 
various industries. In each, the 
“products made” and “materials 
used” sections are tailored to fit a 
specific industry or closely related 
ones. There are “short forms” with 
fewer questions for very small firms. 

Common to each form are stand- 
ard inquiries like: plant identifica- 
tion and location; company affilia- 
tion and ownership; employment and 
payrolls; man-hours of production 


Footwear Makers Queried in Census of Manufactures 


workers; cost of materials; inven- 
tories at start and end of year; 
capital expenditures; electric energy 
used and fuel consumed; quantity 
and value of selected materials used; 
and quantity and value of products 
shipped. 

In the case of producers of non- 
rubber footwear, the report calls for 
a breakdown of the firm’s consump- 
tion of leather, fabrics and other 
materials, parts, containers and sup- 
plies during 1958, with the cost in 
dollars for each item in excess of 
$5000. 

In addition, footwear producers 
are required to list the quantity and 
selling value of each category of 
shoes and slippers made, by type of 
construction. 

There are separate report forms 
also for these fields: leather tanning 
and finishing; leather, leather prod- 
ucts and fur goods; footwear cut 
stock and findings; rubber and mis- 
cellaneous plastic products. 

The census is the first of its kind 
since 1954. Manufacturers are re- 
guired by an Act of Congress to 
complete the forms, but their report 


forms cannot be used for purposes 
of taxation, investigation or regula- 
tion. 





Cross-Continent Walker 





Detroit's Erwin Erkfitz, 47, wore Ripple 
Sole shoes while walking from Los An- 
geles to New York in 67 days, to slice 
five days off previous record. Forward 
propelling action of the soles, sharply 
reducing foot fatigue, was credited as a 


factor. Walker Erkfitz appeared on 
NBC-TV's "Today," was featured in 
Sports Illustrated. Soles reportedly 


“showed remarkably little wear." 
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light, bright, fashion-right 


Glove Elks 
Deer Skins 
Plain Toes 


FOOTWEAR COMPANY 
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CASUALS 


Get aboard the casual promotion with the solid future 


To 
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Write or Wire your order today! 

Colorful Shags 

Crepe Soles 

Moc Fronts 

Colors: Cambi, Fawn, Grey, etc. 
Sizes 6!/,-12 


Several Sales Territories Available 
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Remmes to Head Sales for Vulcanizing Machinery Line 


RANDOLPH, MASS.—Frank A. 
Remmes, who has had many years’ 
experience in the manufacture of 
molded type foot- 
wear, has _ been 
appointed sales 
manager of the 
Randolph Ma- 
chine Company, 
here. 

This is a new 
company, organ- 
ized by officers of 
the Randolph 
Manufacturing 
Company, makers 


FRANK A. REMMES 
of canvas footwear, to act as sole 


distributor of the Goliath line of 
shoe vulcanizing machines in the 
United States and Canada. These 


machines are made in Sweden by AB 
Svenska Skolastfabriken. 
Officers of the new company are 





Robert Cohen, president and treas- 
urer; Julian Weinstein, vice-presi- 
dent and assistant treasurer; Edwin 
M. Shane, vice-president, and Joseph 
Weinstein, director of sales. 

Mr. Remmes is a member of the 
Rubber Footwear Technical Commit- 
tee, the Industry Synthetic Rubber 
Committee and the Quartermaster 
Advisory Committee, Footwear Divi- 
sion. During World War II he served 
with the U. S. Army Quartermaster 
Corps as purchasing and contracting 
officer for waterproof and canvas 
footwear. 

It is claimed for the Goliath ma- 
chine that its sturdy steel construc- 
tion and advanced machine design 
produce high-pressure vulcanizing 
and result in a consistently higher 
standard of quality. Vulcanizing 
times on these machines, it is said, 
vary from 90 seconds for a canvas 


tennis shoe to eight minutes for 


leather footwear. 


Strathmore Shoe Company 
Leaves Manufacturing Field 

BROCKTON, MASS. — The 
Strathmore Shoe Company, manu- 
facturer of men’s and boys’ shoes 
here since 1947, has announced that 
it will cease manufacturing opera- 
tions at the end of the current pro- 
duction runs. 

The company, however, will con- 
tinue to market footwear, both 
domestic and imported, expanding 
this branch of the business which 
was established several years ago. 

Officers of the Strathmore Com- 
pany, and also of a subsidiary, the 
Verde Shoe Company, are: presi- 
dent, Philip E. Green; vice-presi- 
dent, Robert Green, and secretary, 
James Green. 
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Educational Program Begun 
By New England Foremen 


BOSTON — An educational pro- 
gram has been added to the activ- 
ities of the New England Shoe Fore- 
men and Superintendents’ Associa- 
tion. It was begun at the December 
meeting with a question-and-answer 
session during which members were 
free to ask for the solution of any 
problems facing them in their work. 
Other members gave the answers. 

Purpose of the program was ex- 
plained by the association president, 
A. L. Maiellano. Al Izenberg acted 
as moderator. 

Also on the agenda of the meet- 
ing, held at the Statler Hilton Hotel, 
was the report of Hyman Stahl, 
chairman of the nominating com- 
mittee. Heading the organization 
during 1959 will be William Cohen, 
president; Rudolph Violette, first 
vice-president; Robert Goodman, 
second vice-president; Umberto Can- 
dido, third vice-president; Henry E. 
Mes, treasurer; Harry Kimball, 
recording secretary; Irving Lyons, 
financial secretary. 

Walter Reinstein and Hyman Sni- 
der are trustees for five years; John 
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Cocozella and C. Chester Roden- 
bush, Sr., trustees for three years; 
and Joseph Augliera, Alfred Blan- 
chette, Edward Czera, Harold Dan- 
iels, Max Hurwitz, A. L. Maiellano 
and Morris Strome, directors for 
three years. 


U. S. Releases Japanese 
Tennis Shoes as Harmless 





As Advertised 
in 
THE 
SATURDAY 


WASHINGTON, D. C.—The Gov- | 


ernment has released a shipment of 
12,600 pairs of Japanese tennis 


shoes it had seized (RECORDER, No- | 


vember 15). The Food and Drug 
Administration approved release of 
the shipment after examination re- 
vealed no harmful substances in the 
shoes. But the FDA ordered the 
removal of labels in the shoes which 
claimed therapeutic values. 

Nippon Rubber Co., Ltd., is the 


manufacturer, and Marubeni Yida | 


(America), Inc., of New York, is 
the consignee. 

The FDA says: “The importers 
proved that the chemical used on 


the innersoles is not harmful, but | 


did not prove any therapeutic value.” 
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Free Kleenette 
Folders and 
Merchandising Tags 
for Kleenette 
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Write for Samples 
A.H.Ross & Sons Co. 
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for the young man who is 
hep to STYLE and PRICE 


SWIRL is just one of Foot King’s 
more than 140 fast-selling styles for 
men and boys, ranging from $6.95 to 
$10.95 and up, for dress, work, or 
leisure. Various styles have leather, 
rubber or the new *Ripple® Soles. 
Top-notch materials and workman- 
ship; nylon thread stitched. Good- 
year welt construction. Once worn, 
always bought. 

Foot King REG-E-STURD® boys’ 

shoes have soles guaranteed for 4 

months’ wear or a free new pair. 


*T.M. Ripple Sole Corp 


| Dept. 115, A. S. Kreider & Son Co. 
PALMYRA, PA. 








Fall °59 to Bring New 
Goring Applications 


NEW YORK—Several unique ap- 
plications of goring will be featured 
in men’s, women’s and juvenile shoes 
for fall, according to Ralph A. 
Parker, chairman of the Allied Shoe 
Products Show’s Style Advisory 
Committee on Goring. 

Mr. Parker is also styling and 
merchandising director of Thomas 
Taylor & Sons, Inc. 

In women’s shoes for fall, his re- 
port says, many interesting gore 
treatments will be seen on T-straps. 
The gore will be used on the instep 
and ankle straps connecting with the 
“T.” Such applications will give the 
T-strap shoe “more versatility in 
fitting and styling treatments than 
is possible with non - elasticized 
straps,” says the report. 

The increasingly popular sabot 
one-strap will make greater use of 
gore. Straps and gore will vary from 
very wide to very narrow. 

Gore textures and patterns on 
many shoes will tend to be more pro- 
nounced, bolder, yet tempered with 
refinement, the report claims. These 





will be seen in dressy types, from 
high heels to flats. In casuals, 
stripes and other strongly patterned 
gore will be prominent. 

In men’s shoes, goring continues 
to play an enlarging role coinciding 
with the steady rise of slip-on types. 
One outstanding new treatment will 
be the slash strap gore on monk-type 
straps, with or without buckle. 
Where used, the buckle will be deco- 
rative rather than functional. 

Slash gore treatments will be big 
for fall, both in men’s and boys’ 
shoes, according to the report. Both 
side and front gore will utilize the 
slashed effect. Slash goring is con- 
cealed by the leather surface, giving 
an interesting styling effect as well 
as the easy-on fit that is increasing 
the popularity of men’s slip-ons. 

Juvenile types utilizing goring are 
tending to follow closely the grown- 
up patterns such as T-straps for 
girls’ dressy types, with slashed side 
and front gores in flatties. In boys’ 
and youths’ styles, slip-ons using 
side, front and strap slash gore 
should be front-runners for fall. 

The Style Advisory Committee 
cited another unique development: 


The Hollywood Scuff 
That's Sweeping the 
For the new, the different, the 


exciting, the promotable, in 
Sandals, Casuals, Scuffs, look 


50 M Men's Scuff 


50 L Ladies’ Scuff | 


LION SANDALS ine. 


Sensation 
Country! 


PIONEER 

OF 

UNIQUE 
FINANCIAL 
SERVICES 

FOR 
INDEPENDENT 
SHOE 
MANUFACTURERS 


Tan, Black, Wine 
Full Sizes 6-12 


Tan, Black, Red | 
Full Sizes 4-9 


elasticized shoe laces, expected to be 


an important feature in men’s, juve- 
nile and some women’s shoes for fall. 

Major point of popularity: once 
the elastic lacing is tied, it can stay 
tied permanently. Thus the casual 
slip-on effect is achieved while re- 
taining the dressy laced look. 

The Allied Products Show will be 
held in the New York Trade Show 
Building, February 14-17. 


Canadian Representation 
Increases at Allied Show 


NEW YORK —The semi-annual 
Allied Shoe Products Show is at- 
tracting growing numbers of Cana- 
dian shoemen, according to show 
officials. 

Charles M. Iredale, president of 
the Canada Last Company, Preston, 
Ont., and a member of the show’s 
directors, remarks, “The expanding 
active participation of Canadian 
shoemen in the show has been some- 
thing amazing to watch.” At last 
August’s showing some 115 Cana- 
dian shoe manufacturing firms reg- 
istered, accounting for over 65 per 
cent of that country’s production. 
Another 20 firms are believed to 














400 EAST 111th STREET, NEW YORK 29, N. Y. 


Wiliam [SEL IN € @.% 


357 FOURTH AVENUE 
NEW YORK 10, N. Y. 





Recorder 


Boot and Shoe 





have attended but not registered. 

Some 384 persons from these com- 
panies were registered, along with 
an estimated 100 who attended but 
failed to sign in. 

Mr. Iredale, who has participated 
in the Allied Shows since their in- 
ception 20 years ago, said that, un- 
like in the past, Canada no longer 
trails the U. S. in shoe fashion 
trends. Canada has kept pace and 
in some instances assumed leader- 
ship, he said. 


Basco Adds Warehouses 


CAMBRIDGE, MASS.—A regional 
warehouse service intended to speed 
delivery of orders in the Middle At- 
lantic, Southern and Midwestern 
states, has been introduced by Bos- 
ton Athletic Shoe Company of Cam- 
bridge. Basco’s athletic footwear 
line is being stocked in New York 
City by Buckingham Sports Com- 
pany, Inc., 150 Lafayette St., and in 
Minneapolis. Minn., by Swenson & 
Sullivan, Inec., 725 Second Ave. 
North. These warehouse facilities 
are the first of several such supply 
centers planned for the future, offi- 
cials of the Cambridge firm said. 


Needle Toe, Variations Eyed as Leading Lasts for Fall 


NEW YORK—The very pointed, 
elongated toe last will continue to 
dominate women’s high-style foot- 
wear for fall. That’s the forecast of 
David Serling, chairman of the Last 
Advisory Committee of the Allied 
Shoe Products Show, which is be- 
ing held at the New York Trade 
Show Building, February 14-17. Mr. 
Serling is president of the Sterling 
Last Corporation. 

“From the moderately tapered toe 
and the stiletto through the needle, 
this last has arrived at the extreme 
in the very graceful, dramatic and 
exaggerated double needle,” he says. 
Consumer reaction to the double 
needle has been excellent, the com- 
mittee report says, and indications 
are that this acceptance trend will 
continue for some time at all price 
levels. 

Recently, the report adds, several 
variations have been introduced on 
the elongated toe theme. Most not- 
able to date have been the ridge, 
the wedge and the narrow-walled 
square toe. All deviations, while 


showing a marked degree of individ- 
uality, maintain the elongated, 
pointed-toe theme. A more exag- 
gerated departure has been the re- 
cent introduction of the duckbill toe. 

The tailored nature of the square- 
toe last makes it particularly suit- 
able and desirable for the casual] and 
flatties types of shoes, the report 
declares. 

Mr. Serling noted, “Despite the 
announcement from the House of 
Dior that hemlines will show a 
marked drop, there is yet no indica- 
tion on the fashion horizon of any 
major change in silhouette. The con- 
tinued acceptance of the short skirt 
will have a very positive influence 
on the shape of women’s lasts to 
come. 

“The graceful, elongated toe — 
whether in its dramatically simple 
form or in any of its fresher ver- 
sions and variations—will definitely 
continue as the up-front leader in 
women’s dress-shoe lines. It will also 
play a very prominent role in 
women’s casuals and flatties.”’ 
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THIS MONTH 


Annual Banquet, New England Shoe 
Foremen and Superintendents’ Asso- 
ciation, Hotel Statler-Hilton, Boston 

| January 17 
| Shoe Show and Convention, Empire 
State Footwear Association, Inc., 
Hotel Onondaga, Syracuse, N. Y. 
January 18-20 

Michigan Spring Shoe Fair, Michigan 
Shoe Travelers’ Club, Statler-Hilton 
Hotel, Detroit ... January 25-27 

Factory Management Conference, Na- 
tional Shoe Manufacturers Associa- 
tion, Netherland Hilton Hotel, Cin- 
cinnati, O. . ....JSanuary 31-February 3 


FEBRUARY 


Spring Shoe Caravan, Associated Shoe 
Travelers of Baltimore, Hotel New 
Howard, Baltimore February 1-3 

Summer Shoe Mart, Pennsylvania Shoe 
Travelers’ Association, Hotels Penn- 
Sheraton and Carlton House, Pitts- 
burgh February 8-10 

Shoe Show, Midwest Shoe Travelers’ 
Association, Hotel Morrison, Chicago 

February 8-11 

Allied Shoe Products and Style Exhibit, 

Fall and Winter, New York Trade 
Show Building, New York City 
February 14-17 

Trade Show, National Shoe Fabrics As- 

sociation, Hotel Lexington, New York 
February 15-18 

Leather Show, Fall and Winter, Tanners’ 
Council of America, Waldorf-Astoria, 

New York February 17-18 


MARCH 


Spring Meeting, Tanners’ Council of 
America, Palm Beach Biltmore Hotel, 
Palm Beach, Fla. March 23-24 

Advance Fall Shoe Market Week, New 
England Shoe and Leather Associa- 
tion, Hotels Statler-Hilton and Shera- 
ton-Plaza, Boston March 30-April 3 


APRIL 


St. Louis Annual Fall Showing, St. Louis 
Shoe Manufacturers Association, Ho- 
tels Sheraton-Jefferson, Statler-Hilton 
and Lennox and St. Louis Merchan- 
dise Mart ... April 12-15 
Fall Shoe Fair, Northwest Shoe Trav- 
elers, Inc., St. Paul Hotel, St. Paul, 
Minn. April 25-28 


MAY 


Fall Shoe Show, Mountain States Shoe 
Travelers’ Association, Albany Hotel, 
Denver May 3-5 
Fall Shoe Show, Southeastern Shoe 
Travelers, Inc., Henry Grady, Dinkler 
Plaza, Peachtree on Peachtree, and 
, Piedmont Hotels, Atlanta May 3-6 
longest on value, too es Popular Price Shoe Show of America, 
why pass up a winning combination, like this! New England Shoe and Leather Asso- 
. ciation and National Association of 
Shoe Chain Stores, New York City 
dress, school and sport May 3-7 
— cements and welts from tots to teens. Fall Shoe Fair, Southwestern Shoe Trav- 
In-stock, nationally advertised elers' Association, Adolphus, Baker, 
$4.50 - $7.95 (some slightly higher) ; 2 Southland and Statler-Hilton Hotels, 
Dallas sys et May 10-13 
Fall Shoe Mart, Pennsylvania Shoe Trav- 
elers' Association, Hotels Carlton 


im -Yece),| | A N Ss baat and Penn-Sheraton, — A 
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Hamilton Shoe Company Lists Executive 


ST. LOUIS—Hamilton Shoe Com- 
pany has announced several new 
executive appointments, including 
two in the sales division, following 
the firm’s annual directors’ meet- 
ing. 

Clyde Martin was named vice- 
president in charge of style sales 
for Delmanette, Peacock and Rice- 
O’Neill divisions. Ray Bennigson 
was elevated to sales manager of 
the Penaljo division. Both men have 
been associated with the company 
for a number of years as salesman. 

Harry Williams will continue as 
vice-president of Boyd-Jones Shoe 
Company, a wholly owned sub- 
sidiary of Hamilton. He will work 
with Mr. Martin on Peacock and 
Rice-O’Neill sales. 

Everett R. Hamilton, formerly 
treasurer and secretary of Hamil- 
ton, was appointed vice-president in 
charge of production. C. D. P. Ham- 
ilton, III, was named president and 
treasurer. Miss Bea Beste, for- 
merly assistant to the president, 
was appointed secretary. Nicholas 
Reiter was named assistant trea- 
surer as well as comptroller. 
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GERBERICH-PAYNE SHOE Co. 


Appointments 


CLYDE MARTIN RAY BENNIGSON 


Harry Bennigson continues as 
executive vice-president; Bertram 
G. Fister as_ vice-president in 
charge of manufacturing; and John 
J. Walsh, vice-president in charge 
of styling. 

According to a company spokes- 
man, the new appointments were 
made for a “more equitable distri- 
bution of responsibility for the 
management and continued growth 
of the company.” 

Mr. Martin has been with Hamil- 
ton for 15 years, coming to the firm 
from his position as style shoe 
buyer at Marshall Field. 


Ray Bennigson is the son of 
Harry Bennigson and has been with 
Hamilton for eight years, traveling 
in the North Central and Mountain 
states for Penaljo. 


Maine Shoe Executives Elect 


AUGUSTA, ME.—Philip Rounds, 
president of the Gardiner Shoe Com- 
pany in Gardiner, was elected presi- 
dent of the Associated Shoe Execu- 
tives of Maine at a recent meeting 
here. Other officers were named as 
follows: Luther D. Abbott, Cushman 
Shoe Company, Auburn, first vice- 
president; Robert McDonald, Med- 
wed Footwear Company, Skowhegan, 
second vice-president, and Charles 
Murray, Bass Shoe Company, Wil- 
ton, secretary-treasurer. 


North & Judd Moves Office 

NEW BRITAIN, CONN.—North 
& Judd Manufacturing Company, 
whose products include metal trim- 
mings for shoes, announced removal 
of its Chicago branch office 
and warehouse to 416 Franklin 
St. 
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Irving Tanning Company 
134-140 Beach Street, Boston ll, Mass. 
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When ordering change, 





IMPORTANT NOTICE TO SUBSCRIBERS 


Changes of address require four weeks’ notice. 
Notify your Postmaster and BOOT AND SHOE 
RECORDER Circulation Department at the earliest 


please INCLUDE IM- 
PRINTED STRIP showing exactly how magazine is 
now addressed. This will enable us to put the change 
into effect with a minimum of delay. 


town. 








To All Shoe Travelers 


The Recorper has recently inaugurated a new feature, 
“Salesmen on the Road.” It is a page devoted solely to 
news about shoe travelers. This includes births, weddings, 
important anniversaries, election to offices in other organiza- 
tions, civic activities, honors and recognition in your home- 


We will also include changes of lines and representation. 
This is your page, so we will depend on you to keep a steady 
flow of news coming to us. Please send all news items to: 


MRS. BERNICE S, DECKER 
SALESMEN ON THE ROAD DEPT. 
BOOT AND SHOE RECORDER 
228 GREENWOOD BLVD. 
EVANSTON, ILLINOIS 
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FMC Committee Reviews: 


30-Year Transition in Shoe Constructions 


NEW YORK—The combination of 
new technology and consumer trends 
is bringing about “major changes in 
shoe construction,” the Factory Man- 
agement Conference Committee has 
declared in a report issued in prep- 
aration for the annual event, Janu- 
ary 31-February 3, in Cincinnati, O. 

Nathan Stix, conference general 
chairman, called the FMC “a re- 
liable barometer for oncoming 
trends in shoe technology that bear 
such weight on our types of shoe 
constructions.” Said he, “It is at 
the conference where new machines 
and methods are being launched to 
keynote the new courses of shoe- 
making ahead.” 

The conference committee’s re- 
port explored at length the chang- 
ing picture of shoe constructions in 
the last 30 years. The changes, it 
said, have been accelerating in re- 
cent years. 

In 1929, welted shoes accounted 
for 33.5 per cent of the total produc- 
tion, as compar~d with only 20 per 
cent today. Cemented constructions 


have risen from 1 per cent in 1929 
to 62 per cent in 1958. 

McKay-sewn shoes have dropped 
sharply from 34 per cent in 1929 
to a mere 1 per cent today. Stitch- 
downs have declined from 15.7 per 
cent of the total in 1929 to 8.5 per 
cent. Turned construction has fallen 
from 13 per cent in 1929 to almost 
nothing. Wood- and metal-fastened 
shoes, which earlier accounted for 
16.6 per cent of the total shoe out- 
put, now are almost non-existent. 
The lockstitch construction, unused 
10 years ago, now accounts for 
nearly 6 per cent of total output. 


97% by Four Methods 


Today, said the committee report, 
62 per cent of all our shoes are con- 
structed on the cemented process, 20 
per cent by the welted process, 8.5 
per cent by stitchdown and 6 per 
cent by the lockstitch method. Hence, 
four constructions now account for 
approximately 97 per cent of all shoe 
production, although there are over 
800 different known ways to make 
a shoe. 
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PROTECTED GERMICIDAL SHOE LIN Ne... 
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Preserves leather from drying and cracking 


Retards holes in lining 


Keeps shoes from getting out of shape 


Prevents bacterial decay, 


mildew and odor from perspiration. 


That’s why more and more consumers buy shoes 


with the PACIFATE tag. 


Used by leading manufacturers of men’s, women’s, 


children’s and babies’ shoes. 


OTHER FAMOUS PACIFIC MILLS SHOE LININGS: 
PACITWIN — two-in-one, flannel and drill wrinkle-free lining 


PACIDURA — non-fray, shrink resistant, cotton lining 


PACITEEN — especially for slippers, dyed suede finish lining 


is the ONLY lining ever approved by The National Foot Health Council 


Only 20 years ago, the ratio of 
dominant shoe constructions was 
quite different. Welted shoes ac- 
counted for 30 per cent; cemented 
shoes, 26 per cent; McKay, 18 per 
cent; stitchdown, 14.5 per cent; 
turns and wood- or metal-fastened 
construction, 6.5 per cent each. 
These six constructions comprised 
nearly 100 per cent of the industry’s 
total output of shoes. 

Today three of these processes, 
McKay, turn, and wood- or metal- 
fastened, are almost non-existent. 
Two other processes not used 10 
years ago—the lockstitch and pre- 
welt—now account for nearly 7 per 
cent of the total output, or 43 mil- 
lion pairs. 

In the past 20 years the cement 
shoe process has shown a phenomenal 
rise from 26 per cent of the total 
to 62 per cent. In short, 370 million 
of the 590 million pairs of shoes 
produced in 1958 were by the ce- 
mented process. 


A Subject to Watch 
“A cycle of changes in shoe con- 
structions is still in motion,” the 
committee said. “While the rapidity 
of these changes will vary, the entire 


i 


PACIFIC MILLS DOMESTIC CORP.,an affiliate of WAMSUTTA MILLS, Dept. P13, 1430 Broadway, New York 18,N.Y. 
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subject of shoe constructions will 
bear close watching over the years 
ahead.” 


As one example, the committee’s 
report cited the “growing interest 
in the molded-process construction. 
Already there are several different 
methods for vulcanizing leather 
uppers to composition soles. These 
constructions, it appears, are suit- 
able for men’s work, some men’s 
dress and casual, some women’s 
casual, and children’s shoes. 


“Mold injection is still another 
process for attaching composition 
soles to leather uppers. It appears 
this is about to emerge from the 
research and development stage into 
factory use. These will certainly not 
be the end of developments in sole 
attaching. 

“At the same time, we may also 
expect new cements which will pro- 
vide other characteristics than those 
available today, and perhaps simu- 
late vulcanizing. 

“Finally, there will be innovations 
in upper construction and the use of 
materials, particularly in the field 
of casuals.” 

The report said these shifts in 
constructions have brought about 





Pancaldi High-Style Line 
From Italy Debuts in U. S. 


NEW YORK—Pancaldi of Italy, 
maker of women’s high-style shoes 
in Bologna, is introducing its shoes 
in this country with the spring and 
summer, 1959, collection. G. J. Sieg- 
mund, Inc., has announced its affilia- 
tion with Pancaldi. Showrooms are 
in the Siegmund offices at 120 East 
56th Street. 

The shoes are made to retail at 
prices ranging from $20 to well over 
$30. Heel heights range from 14/8 
to four inches. 

Pumps are the strong feature of 
the collection. Very fine detailing is 
their chief characteristic. These in- 
clude woven vamps, delicate perfora- 
tions, unusual underlays. A new 
oval, flattened top last is truly pro- 
phetic. Finely grained leathers, lus- 
ter finishes and combinations of two 
leather surfaces, as well as of colors, 
are used. Included in the collection 
are the brighter blues, geranium, 
coral and white. There are very open 
summer sandals as well as the closed 
pumps. 
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changes in types of materials and 
products used in shoes; in the style 
and design of footwear; in machin- 
ery and equipment; in factory lay- 
out; in the use of production and 
supervisory personnel; in shoemak- 
ing techniques, and in production 
planning and management methods. 

Various consumer trends continue 
to influence the types of shoes in 
demand—hence the types of con- 
structions required to make these 
shoes—said the report. Cited was 
the strong trend toward casuals and 


playshoes in the women’s field and 
dressy shoes in the children’s field— 
leading to increased use of cement 
constructions best suited to these 
shoes. 

The demand for lighter weight 
men’s shoes has created changes in 
the basic Goodyear welt, as well as 
increased use of the cemented proc- 
ess, it was stated. The economic fea- 
tures of the vulcanized shoe may 
have an influence on the demand for 
this footwear in men’s work and 
children’s shoes. 








ae service is tailored to provide all the 
working capital any qualified client needs, 
without increased borrowing, diluting 
profits or interfering with management. 


Information available for any manufacturer or 
distributor with $500,000 or more annual sales. 











Porsonnel 





ALFRED LEIMBACH 
To Edison Board 


MAURICE A. WEISS 
Retires from Vitality 


Retiring... 


Maurice A. (Maury) Weiss, from 
Vitality division of International 
Shoe Company, St. Louis, after more 
than 50 years in the shoe business. 
Joining Vitality in 1930 as sales 
representative in charge of the 
greater New York and New Jersey 
territories and New York offices, he 
served continuously in this capac- 
ity for 28 years. 

Robert H. Solsberry, after 33 
years in the shoe manufacturing 
znd distributing field. He had been 
vice-president of merchandising 
and sales for the Wolfe Wear-U- 
Well Corporation, Columbus, O., for 
20 years. Earlier he was merchan- 
dising manager for Wolfe Wear-U- 
Well for five years and salesman 
and merchandising manager for the 
Godman Shoe Company and its Mil- 
ler-Jones retail shoe chain for eight 
years. 


Elected... 


Alfred T. Leimbach, as a member 
of the board of directors of Edison 
Brothers Stores, Inc., St. Louis. He 
is vice-president for administration. 
Elected vice-presidents and 
board members were Bernard A. 
Edison, sales manager of the South- 


as 


CHARLES ECKEL 
Selling for Peters 


JACK B. STECKLER 
Nomed by Eby 
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CHARLES B. EDISON 
Also a VP 


BERNARD A. EDISON 
Edison VP 


ern division, and Charles B. Edison, 
accessory division. Both had been 
assistant vice-presidents. 

Maurice Artstein, Theodore L. 
Casey, Bert T. Oglesby and Francis 
J. Wetta, as assistant vice-presi- 
dents of Edison Brothers Stores, 
Inc. Mr. Artstein is a buyer in the 
Chandler’s division; Mr. Casey is 
comptroller of the sales division. 
Mr. Oglesby and Mr. Wetta are 
regional managers. 

Gerald T. Hodge, as a member of 
the board of directors of Utrilon 
Corporation, molded plastic foot- 
wear manufacturers with offices in 
New York. He is a partner in Glore, 
Forgan & Company, investment 
banking firm. 

J. W. Brown, as a director of Vul- 
can Corporation, Cincinnati, O., 
maker of wood products including 
heels and lasts. He is a Cincinnati 
attorney and investor. 


Appointed... 


Wallace Riggins, Jr., as a member 
of the executive staff of the Five 
Star Shoe Company, Inc., Long Is- 
land City, N. Y., children’s footwear 
producer. He will serve as account 
executive and style coordinator. 
During 13 years with General Shoe 


WYNNE R. STONE 
Named by Sterling 


SYLVIE GALLAGHER 
Joins Surpass 


HENRY SOLAR 
Joins Foot Fiairs 


W. RIGGINS, JR. 
Joins Five Star 


Corporation, Mr. Riggins held vari- 
ous positions in the juvenile divi- 
sion. 

Henry Solar, as a member of the 
executive staff of Mutual Shoe Com- 
pany, makers of Foot Flairs, at 
Marlboro, Mass. His duties will in- 
volve manufacturing, sales and ad- 
ministration. Previously he was 
general manager of the Capital di- 
vision of Brown Shoe Company. 

Jack B. Steckler, as sales repre- 
sentative for Eby Shoe Corporation, 
Ephrata, Pa., children’s shoe manu- 
facturer, covering the New York 
metropolitan area including West- 
chester County and Long Island. 
Mr. Steckler, who previously rep- 
resented Pied Piper Shoe Company 
and Edwards Shoe Company, wi 
have headquarters in New York’ 
Marbridge Building. 

Charles T. (Tom) Eckel, as sales 
representative for Peters division 
of International Shoe Company, 
succeeding George Pepper, who has 
resigned. Mr. Eckel previously 
served with the Peters city sales 
group at the St. Louis home offices 
He will carry City Club, City Club 
Retrievers, Wesboro and Diamond 
Brand work shoes in the western 
Louisiana territory. 

Hal Staats, as representative of 
the Queen Quality division of In- 
ternational Shoe Company, St. 
Louis, covering Colorado and Utah 
in addition to his present territory 
of Oregon, Washington, Idaho, Mon- 
tana, North and South Dakota and 
Wyoming. 

Fred Nordstrom and Vincent As- 
penson, as sales representatives for 
Cary-Freeman Shoe Corporation, 
Lake Mills, Wis., maker of chil- 
dren’s shoes. Mr. Nordstrom, of 
Grand Rapids, Mich., will travel 
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Michigan and Indiana, and Mr. As- 
penson, of Viroqua, Wis., will cover 
Wisconsin. Mr. Aspenson replaces 
Barney Riley, who resigned recent- 
ly because of ill health. 


Jack M. Objartel, as sales repre- 
sentative for the Propr-Bilt divi- 
sion of Brown Shoe Company, Car- 
rying Propr-Bilt and Miss America 
lines in Iowa, Illinois, Wisconsin, 
Michigan and Ohio. Prior to join- 
ing the division, Mr. Objartel had 
been with the Bowman Shoe Com- 
pany of Monmouth, IIl., and with 
General Shoe Corporation, manag- 
ing leased shoe departments. 

Sylvie Hamilton Gallagher, as di- 
rector of fashion and promotion for 
the Surpass Leather Company, Phil- 
adelphia. She will show the com- 
pany’s new fall line of leathers and 
that of the Haus of Krause to shoe 
manufacturers around the country, 
starting this month. Mrs. Gallagher 
has a long record of promotional 
activity in the shoe industry. 

Miss Wynne R. Stone, as fashion 
director of the Long Island City, 
N. Y., plant of Sterling Last Cor- 
poration. Well acquainted with the 
fashion industry in New Zealand, 
Australia and Canada, she more re- 
cently was style consultant with 
Rose Marie Reid, Inc., of California. 

Wesley (Wes) Anderson, as East- 
ern sales representative for Amal- 
gamated Leather Companies, Inc., 
Wilmington, Del., covering all Sea- 
board states except Rhode Island. 
Massachusetts, New Hampshire, 
Maine, Vermont and New York. He 
will collaborate with the Metropoli- 
tan New York representative, John 
Curran, in that area. 


John D. (Jack) Speakman, as as- 
sistant to the sales manager for 
Amalgamated Leather Companies 
Inc., in addition to his duties as ex- 
port manager. He will also assist 
the Canadian representative, Pete: 
Nadeau. 


William Willis and Wally Wellen- 
busher, as members of the sales 
staff for the Shoe Factory division 
of O’Sullivan Rubber Corporation, 
Winchester, Va. Mr. Willis, from 
the Winchester office, will call on 
factories in Georgia, North Caro- 
lina, Tennessee, Maryland, Virginia 
and western Pennsylvania. Mr. 
Wellenbusher, from the New Jersey 
office, will call on factories in east- 
ern Pennsylvania. 
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Where to 


Buy 








| ORTHOPEDIC FOOTWEAR 


BOX HANDLERS 





TARSO PRONATOR SHOES® 


—for club feet— 
. . . prescribed by doctors 
as a supplement to casts in 
| mild cases of talipes. 

Made and distributed only by: 


| Maurice J. Markell Shoe Co., Inc. 


332 South Broadway « Yonkers, N 





RUBBER FOOTWEAR 





SURE-FOOTED COMFORT 


most flexible, 
coolest on 
deck, 


PERRY 
TOP- SIDER! 
Box 3386, Naugatack, Cf. 


Represent Martin Fabrics 


NEW YORK—Officials of Martin 
Fabrics Corporation announced ap- 
pointment of sales representatives 
for Nylovel, the nylon velvet created 
for shoes by the company. Erwin C. 
Manske & Company, 1602 Locust 
St., St. Louis, will cover shoe pro- 
ducers in Missouri, Illinois, Arkan- 
sas and Iowa. Elsewhere in the 
U. S. and throughout Canada, the 
product will be sold by Shain & 
Company, 145 South St., Boston. 
The Martin firm reported that new 
colors to match those adopted for 
fall 59 women’s and children’s shoes 
have been ‘distributed in new form 
swatch pads. 





Represent Tanning Firm 


Sales personnel of Arthur S. Patton 

Leather Company, St. Louis, will repre- 

sent John R. Evans & Company, Camden, 

N. J., tanners, in the St. Louis area. 

Standing, left to right, are: E. L. Fisher, 

F. W. Hitchings and J. T. Johnston. 
Seated: C. S. Lowell. 


_QUICKER 


| from the high shelves 
| before you’ can 
| to a ladder or stool. No 


| Cedar Heights R 





LONG ARM* 
The efficient box handler 
QUICKER, EASIER, SAFER 


Than 


Your 


LEGS 


Long Arms get the shoes 





"leg it’ 


climbing, no falls, no enerqy nor time wasted. 
Long Arms with handles 24", 36", 48" 60°" $3.50, 
with 72" handles $4.50. Post ‘paid. in USA. 
Specify handle length desired and if for men's 
or women's boxes. Satisfaction guaranteed. 


| Your jobber or 


CARL BEEMAN 


Stamford, Conn. 





JOBS 





Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


H A R | S THE NATION'S FINEST 





CANCELLATION SHOES 
79-81 READE ST., N.Y¥.7 + WO 2-5180 





For Over 43 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks All Price Ranges 


Fine Footwear 
MOSINGER -COHN 


1235 Washington, St. Louis 3, Mo 








MERCHANTS' NEEDS 








FOOTSAVING 
EDUCATION 


Ads of compelling interest 
Proven effective nationally 


Write for sample 


McKEE ADVERTISING 
2701 Broadway, Lorain, Ohio 











Carlisle 25-Year Club Grows 
HARRISBURG, PA. — Eighteen 
employees of the Carlisle Shoe Com- 
pany, women’s shoe manufacturer, 
have been honored for completing a 
quarter-century of service. 








Little Immediate Effect Seen from Currency Reforms 


WASHINGTON, D. C. — Officials 
here expect little or no immediate 
effect of the European currency 
reforms upon the footwear and 
leather trades between Western 
European nations and the United 
States. 

There is some cautious optimism 
that eventually U.S. exporters may 
be able to sell more to the nations 
of Western Europe. But for the time 
being the effect of the currency re- 
forms is mostly fiscal prestige for 
the 10 nations involved. 

(In late December, governments 
of nine nations issued new and more 
liberal rules for convertibility of 
their currencies with those of other 
nations. The nations are Great 
Britain, West Germany, Holland, 
Belgium, Italy, Luxembourg, Swe- 
den, Norway, and Denmark. In 
the 10th country—France—a new 
“hard franc” was introduced, and 
plans for an “austerity” budget 
were disclosed.) 

Eventually, European goods— 
hides and skins as well as footwear 
—should be marked down in price 
in U. S. markets. But there’s an off- 
set in the works, too, in that the 
Europeans will be able to buy more 
in U.S. markets. 

This could mean increased ex- 
ports from the U.S. of hides. But 


our footwear exports to Europe are 
small and seem likely to remain so 
for a while. 

France has finally agreed, as part 
of the “package” of easier trading 
rules, to drop many of her import 
restrictions. For years, it has been 
next to impossible for many USS. 
packers and tanners to get even a 
slight toehold in European hide and 
skin markets. Import quotas have 
all but excluded U.S. products. 


| 


| 


(In New York, the National Shoe 


Manufacturers Association said it 
was still too early to determine the 
effect of the reforms on U.S. im- 


ports and exports of footwear. How- | 


ever, NSMA pointed out, “General 
opinion of the reshuffling of cur- 
rency values is that American busi- 
nessmen will enjoy new benefits as 
well as keener competition.”’ ) 


Paul Gonneville, assistant to John 
Mercon, vice-president of Colonial 
Tanning Company, Inc., Boston, 
and sales manager of the patent 


leather division, found shoe manu- | 
“optimistic” during three | 


facturers 
weeks with company representa- 
tives in the Midwest. He covered 
the St. Louis territory with E. C. 
Manske & Company and the Ohio 
territory with Walter D. Cost & 
Company. 





12 Non-Local Manufacturers Signed for St. Louis Show 


ST. LOUIS—The names of a 
dozen manufacturers of branded 
shoes from outside the St. Louis 
area who have signed to exhibit in 
the 1959 St. Louis Shoe Show have 
been announced by Arthur H. Gale, 
secretary of the St. Louis Shoe Man- 
ufacturers Association. 

Scheduled for April 12-15, the 
1959 show will be the first “open 
show” sponsored by the St. Louis 
group with manufacturers from all 
parts of the nation. 

Out-of-town producers who have 
signed for exhibit space include: 
Allure Shoe Company, Miami; Cob- 
blers of California, Los Angeles; B. 
A. Corbin & Son Company, Marl- 
boro, Mass.; Edwards Shoe Com- 
pany, Inc., Philadelphia; L. B. 
Evans, Chicago; Georgia Shoe Man- 
ufacturing Company, Inc., Flowery 
Branch, Ga. 

Also, Kimel Shoe Company, Inc., 
Los Angeles; Mademoiselle Shoes 


division of General Shoe Corpora- 
tion, Carlisle, Pa.; Mannequin Shoes 
division of General Shoe Corpora- 
tion, Nashville, Tenn.; Sabrina and 
Degas Shoes, Boston and New York; 
Sobel, Bernstein, and Greene, Los 
Angeles, and Tru-Stitch Moccasin 
Corporation, New York. 

According to Mr. Gale, many other 
leading branded line companies have 
expressed intentions of exhibiting 
and other reservations are expected 
this month. The expanded show will 
have more than 300 additional dis- 
play rooms and suites in downtown 
hotels, plus exhibit accommodations 
in the new St. Louis Merchandise 
Mart in downtown St. Louis. Ex- 
hibits will also be in the Statler, 
Lennox and Sheraton-Jefferson Ho- 
tels. 

Applications for reservations 
should be sent to Mr. Gale at the 
St. Louis Shoe Manufacturers Asso- 
ciation, 1221 Locust St., St. Louis 3. 





WANTED TO PURCHASE 








M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Short Leases Assumed 


158 umn. St. New York City }: 
. Beekman 3-0141-2 














CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


68 READE ST. NEW — 7, %.%. 
Telephone WOrth 2-25 











TOP DOLLAR! 


FOR YOUR odos AND ENDS, CLOSEOUTS 
R COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St, Philo. 6, Pa. 
Phone: WA 5-9533—WA §-9927 

















WILL BUY 
ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 











MERCHANTS’ NEEDS 











/ 1/ ADVERTISING 
TACT ZEB 


—here's how to get 
More Business! 


HE Vincent Edwards Idea Clipping 
T Service has over 2000 satisfied users. 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper | 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service 
Organization 


342 Madison Ave., New York City 

Please tell me more about your news- |; 

paper ad clipping service and special short 
term trial offer. 








Boot and Shoe Recorder 





Wanted to Purchase 








FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND 
OVERJOYED you surely will feel like kiss- 
ing him. 


4" SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
PLEASE DON'T Sains ‘endsaliaieetle deooe 
CAUSE AUNT JENNIE IS JEALOUS 5 : FOR OVER 43 YEARS 


UNCLE Louis Camitta & Son MOSINGER- COHN 


91 Reade St., N. Y. C. WoOrth 2-5063 in 
235 Washington, St. Louis 3 




















B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS ¢ 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED Ss 
YOUR NAME PROTECTED #4 


Phone or wire 
collect 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 











WE PAY MORE /._.,. WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 




















Ml BARIS BUYS for CASH ZW7Z777Zj 


Quick decision on your offers of discontinued and 
gS A R ] surplus men's, women's and children's shoes. 
THE NATION'S FINEST Also complete stores considered 
CANCELLATION SHOES Jobs In Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. * New York 7, N.Y. © Tel: WOrth 2-5180 
MHHCHH@EEE@E@@@@EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEECEEECEEEEQEEQ@MMHl 


Vd 


lJ0 








TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 
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Any quantity..any time. Weil 
buys for cash...quality shoes, 
complete stores, closeouts or 
surplus from manufacturer 
or retailer. For quick action 
write, wire cr phone immedi- 
ately. 

M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 

CE. 1-4898 OE. 1-3762 
Quality Shoes Since °32 
“While in Town See Weil” 














for 

e closeouts 

e surplus 

e discontinued 
lines 

e complete stores 


BROITMAN- 
GAFFIN SHOES 


ine, © BE 3-7290 
146 DUANE ST., &. ¥.C. 








WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6. Pa. 














" COMPLETE STORES § 
W ANTE D: 


Confidential negotiations by : 
rated . . . experienced retailers 


. ARRONSON BROS. & BAYROFF : 


4 100 Chambers St., N.Y.C. RE 2-4170-4171 é 
Ewe ee eee we 








119 





Classified and Want Ads 








SALESMEN WANTED SALESMEN WANTED SIDELINE SALESMAN WTD. 


| EXTRA INCOME—We have the answer to 
| 








inflation. The increased costs of traveling can 
S A & E S M E N W A N 7 E D be solved by side line representation of a 

quality Children’s Line. Excellent for quality 

of materials and workmanship, plus excellent 
; ; H > . . ’ : In Stock service gives our men good repeat 
Live Wire Firm Expanding Representation Popular Priced Men’s, Chil- ct “Seas TE ocean Wee ae. 
Reply to Box 357, Boor anp SHOE 


’ ’ se ; ils today. 
dren’s, Boys’ Shoes In-Stock. Our Own Factory Affiliations Make This Ruconors, Cet bios Maren. Paliekeh 
Sure Fire for an Aggressive Man. Liberal Commissions—Arkansas, | shia 39, Pa. 


Mississippi, Louisiana, Texas, Oklahoma. Write to: the 
SMART LEATHER BOWS, SHOE ORNA. 


DAVID BROWN SHOE COMPANY, 113 W. LOMBARD ST., BALTIMORE, MD. weet Amery satel oot le gg, rs 
to Box 556, Boor ann SHoe Recorper, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 














ESALESMEN WANTED, WITH EXPERI. 
EXPERIENCED SALESMEN WANTED | | soso ute’ S's2b0 NS" selon retailers. “State 


- . background. Draw account a d. Avail- 
Wonderful Opportunity Available for Experienced able territories: Florida, Georgia, Illinois, Wis- | 
Salesmen only with actual road background to consin, Michigan, Kansas, Minnesota. Reply ° 


take over well established going territories with to Box 326, Boot anp SHoe Recorner, Chest- é : 
excellent followings left open due to retirement nut & 56th Streets, Philadelphia 39, Penna. We have several openings for side 


of key men WANTED: AGGRESSIVE SALESMAN line representatives for our won- 
. FOR LIVE WIRE Fast Selling Line of Men’s . ee 
North & South Carolina _—— and Children’s Popular Priced Shoes. In stock. derful line of open-stock, in-stock, 
Pennsylvania & West Virginia May be carried with non-conflicting Line. Draw- low-priced Juvenile Footwear. All 
Florida & Georgia ing account for man with proper qualifications. . , 
Complet ep i Boys’, and Children’s Furnish background. Territories open: Penn- open territories are well established. 
ompiete Line ens, ° ' sylvania, West Virginia, Arkansas, Kentucky, o, 5 ant 2 : ite: 
Popular-Priced Footwear. Drawing account ar- Indiana, Ohio. Reply to Box 327, Boot anp 6% commission, plus bonus. Write: 
ranged. Replies held in strictest confidence. Suoe Recorper, ( hestnut & 56th Streets, Phila- 
iar ee aps dephin $9, Pensa, ON NEIL CARLSON, SALESMANAGER 
thd EXPERIENCED TRAVELING SHOE SEABOARD NATIONAL SHOE COMPANY 
86 Lincoln Street, Boston, Mass. SALESMEN WANTED in Kansas, Missouri, 
Northern Ohio. Etablished Territories. Com 
mission and guarantee. Old Reliable Line of 22 S. Hanover St., Baltimore 1, Md. 
Men’s and Boys’ Work and Dress Shoes. State 
experience and list trade references when re- 
plying. Reply to Box 360, Boor anp SHoE ReE- 


FOR SALE | conan, Chestnut & 56th Streets, Philadelphia 
Bescon: SALES REPRESENTATIVE 
1,500 PAIRS WILLITS White One Strap WANTED SALESMAN WANTED 


Children’s and Misses’. Also some Patent, 

$1.00. “LITTLE-N-MIGHTY,” 135 North 4th FOR NORTH AND SOUTH CAROLINA 
Street, Philadelphia 6, Pa. Present Rapresetatiee Retiring. ost Experienced 
| man to take over this well-established territory of : 7c R 2ESEN TE—S" LUIS 
cit sdlbasic a many years’ standing. Men's, Boys’, Children’s Py we, sero eg atoncp tg Doel T. Lt : IS 
Si Shees in medium price field. Excellent proposi- f £A—Top-notch man or company, must have 
tion for right man. proper a largest and best accounts in 
PRIMEX X-RAY SHOE FITTER; A-i area, for leading producer of knitted fabrics, 
Shape; Looks New. Reasonable. Reply to Box SAMUEL BRILLIANT CO. including pile, fleece and novelty constructions. 
361 Boor anp SHoe Recorper, Chestnut & 56th 86 Lincoln Street, Boston ii, Mass. Reply to Box 359, Boor anp SHOE RECORDER, 
Streets, Philadelphia 39, Penna. { Chestnut & 56th Streets, Philadelphia 39, Pa. 


















































anitnndeaates ORDER BLANK 


UNDISPLAYED BOOT AND SHOE RECORDER 


20¢ a word 
area cs ords) . $3.60 Chestnut & 5éth Sts. 
inimu Ww ee e . * 
Box number, extra... .$2.40 Philadelphia 39, Pa. 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 

$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to Name (please print} 
publication date. 

NOTICE: 
Classified Advertising Enclosed is Check 0 
is payable in advance Please check if box No. is Wanted [1] Money Order (1) 








Here is my want-ad: 
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Index to Advertisers 


This Advertisers’ Index is published as a convenience and not as part of the advertising 


contract. Every care will be taken to index correctly. 


No allowance will be made for 


errors or failure to insert. 


Acme Boot Co., Inc. ......... 90 


American Girl Shoe Company 2 
American Juniors Shoe 

RN TINS i wig a's o See's 20 
American Stay Co. .......... 5 
Arronson Bros. & Bayroff.... 119 
Avon Sole Company 


Fey bode OM COs hi neds wees 
Barbour Welting Company .. 58 
Baris Shoe Co., Inc..107, 117, 119 
pele, Gi Ti BGO oi 6 css ss 68 
Bearfoot Sole Company, 

Es See ls wie b's & 8S 28, 29 
Beebe Rubber Company 
Beckwith-Arden, Inc. 

Bender Shoe Company 
Blue Bonnet Shoe Company.. 
Brezner Division of Allied 

Kid Company 

Broitman-Gaffin Shoes Inc. .. 


Cambridge Rubber Company 
Vul-Cork 

Camitta, Louis, & Son 
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Carter, J. W., Company 
Clifton Footwear Company... 
Colonial Tanning Co., Inc. ... 
Converse Rubber Company .. 
Curtis, Stephens, Embry Co... 
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Fortune Shoe Company 
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pany (Respro Division) ... 69 
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Borg Warner 
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Nunn-Bush Shoe Company 
Inside Back Cover 


Pacific Mills Domestics Corp.. 114 
Pacific Shoe Company 
Pierce, C. S., Company 
Potvin, R. J., Shoe Co. 
Front Cover 


peo eee 83 
Romito-Donnelly Corporation. 111 
Ross, A. H., & Sons Co. ..... 109 
Rueping, Fred, Leather Co.... 12 


ESA ee eae 

Salomon & Phillips 

Scott Foot Appliance Co. .... 

Shaw, M. T., Inc. 
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Topps Shoe Store 119 
Trimfit Hosiery Mills ........ 33 
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U. S. News & World Report. . 
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January 15, 1959 


«ee your profits 
CLIMB with 


GODING 


Take a field man for instance. He 
wants a boot that can take the 
muck and mire, the rocks and rills 
...a boot that feels good on his foot 
and looks fine enough to wear to 
the main office. 


That’s why he likes the Goding 
“Engineer,” and why you'll make 
more money if you stock them. 
Like all Goding Boots, the 
“Engineer” is a high-styled boot 
with Goodyear Welt Construction. 
Made in all sizes for men and boys, 
it delivers more wear for less 
money ..with a full mark-up for you. 


Write today for free 


full-color catalogue of the 


entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 





Time for 
Your Heel Seat 
Laster’s 
1,000 Mile 
Check-up? 





You know your car runs better 
and lasts longer when you have it 
greased and the oil changed once 
a month. Yet you rarely spend 
more than two hours a day on 
the road. 


Your shoe machinery runs for 
about six hours a day — three 
times longer than your car. Do 
you give it as much care as you 
give your car? 




































































SE RVICE 
PARTS 





Your United serviceman has the training 
. . . plus the experience needed to keep your 
machines at peak production. Let the United man 
give your shoe machinery the same care 
that you give your car. 


oa SHOE MACHINERY 
Boston, Massachusetts 


Boot and Shoe Recorder 





MONTICELLO Zast 
Styie 2549 

Deeptone Finish 

Brown Monona Soft Grain 


ROMA Last 

Style 468 

Deeptone Finish 

Cool Breeze Shantung, 
Brown Imperial Calf 


“eat? 


ROMA Last 

Style 430 

Deeptone Finish 

Dark Brown Calf, 
imported White Gura Grain 


Write for Elaborate Nunn-Bush Catalog 


Only Nunn-Bush Shoes have 


THE 
NUNN-BUSH 
LOOK 


DEEPTONE LOOK 


The Nunn-Bush Look is a persisting look 
... of superior character and smartness. 
Ankle-Fashioning shapes the uppers to 
an enduring, smoother, more comfort- 
able fit. Only Nunn-Bush Shoes are 
Ankle-Fashioned. See this season’s rich. 
luxurious, deeptone browns . . . the finest 


in 46 years of Nunn-Bush experience! 


from | Q. 95 


See your local Nunn-Bush Dealer 


NUNN-BUSH SHOE COMPANY « MILWAUKEE 1, WISCONSIN 


First in Quality! 


NUNN BUSH 


ANKLE-FASHIONED SHOES 


MONTICELLO ast 

Style 2571 

Deeptone Finish 

Brown Monona Soft Grain 
ROMA Last 
Style 2152 
Deeptone Finish 


Brown Imperial Calf 
iF eT? Ss Chk IT'S NUNN-BUSH 





HAPPY NEW YEAR...EVERY DAY 


Every day is the very first day of the first walking year for someone... a day 
you shouldn’t miss. Be there, with Firsties, backed by the Stride Rite name and 
quality . . . strengthened by the recommendation of so THE 
many, many doctors, and furthered by your own care- TRIDE Rive 
ful fitting. 

Concentrate on Firsties, promote them regularly, 
advertise them well. . . and follow up. They represent 


a lot of Stride Rite years to come. Green Shoe Me. Co., Boston, Mass 





